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FOREfFORD 

THIS  is  a  common-sense  handbook,  written  with  a  sincere  desire  to 
make  easy  the  path  of  the  serious  student  who  intends  to  adopt  the 
advertising  profession  as  a  career.  Written  in  simple  language,  an  effort 
is  made  to  place  in  his  hands  an  easily  understandable,  practical  guide  for 
planning  lay-outs  and  writing  copy.  No  attempt  is  made  to  deal  with 
advertising  practice  apart  from  what  may  be  considered,  more  or  less, 
directly  connected  with  the  subjects  indicated  by  the  title  Advertisement 
Lay-out  and  Copy-writing  ;  some  reference  to  publicity  matters  not 
strictly  within  the  scope  of  these  pages,  however,  has  been  found  necessary 
to  make  perfectly  clear  why  certain  methods  of  lay-out  or  copy  should  be 
adopted.  Unavoidable  technical  terms  are  explained  in  the  glossary  at 
the  end  of  the  work. 

It  is  hoped  that  the  contents  of  this  book,  in  spite  of  its  subject 
limitations,  will  be  a  real  help  towards  a  clear  understanding  of  the 
problems  and  methods  of  selling  goods  by  the  printed  word.  The  entire 
work  is  based  on  personal  knowledge  and  reliable  data  gained  and  collated 
during  many  years'  active  advertising  practice  covering  the  widest  possible 
range  of  propositions,  wholesale,  retail,  and  mail  order,  preceded  by  actual 
"  inside  **  business  experience.  The  holding  of  managerial  positions  in 
three  of  the  leading  advertising  service  agencies  and  an  appointment 
formerly  held  by  the  writer  as  advertising  manager  to  one  of  London's 
largest  department  stores,  are  facts  behind  his  assurance  that  the  matter 
contained  in  this  students*  handbook  is  thoroughly  practical.  A  great  deal 
is  frankly,  and  necessarily,  elementary,  yet  useful  information  and 
many  hints  are  included  which  will  be  found  of  advantage,  not  only  to 
the  student  who  has  no  previous  acquaintance  with  the  subjects  dealt 
with,  but  to  those  who  have  embarked  already  on  their  careers  in  the  great 
and  responsible  profession  of  advertising. 

A.  J.  WATKINS 


PKINTZD     IN     GRCAT     BRITAIN 
AT   THK    riTMAN    PRESS,    MATII 


<  » 

CONTENTS 

• 

- 

CHAP. 

Foreword 

PART  I 

PACE 

V 

I.    Introductory              ..... 

I 

II.    Lay-out  Construction             «... 

2 

III.    Copy-writing               .              . 

6 

• 

IV.    Slogans,  Couplets,  and  Jingles 

12 

V.    Types  of  Lay-out  Construction  and  Copy-writing,  with 
Explanatory  Notes              .... 

H 

PART  II 

I.    Proof  Correcting      ..... 

.       87 

II.    Types  and  Borders     ..... 

.       89 

, 

PART  III 

I.    Booklets,  Folders,  Catalogues,  etc.    ,              . 

.       95 

II.    Finding  a  Market  for  Your  Work    ... 

100 

III.    The  Advertising  Manager  and  His  Duties     . 

.     108 

IV.    Short  Notes  for  Careful  Study          .              . 

.     113 

:                         Glossary         ...... 

.     115 

f 

Index              ...... 

i 

.     119 

1 
1 

VII 

ILLUSTRATIONS 


The  Lay-out  (reduced  Facsimile) 

PAGE 

.   •     3 

The  Proof  (showing  Corrections) 

4 

The  Advertisement  as  Inserted  (reduced  Facsimile) 

5 

Reduced  Facsimile  Advertisements 

15-86 

Proof  Corrections      .... 

.       88 

Examples  of  Types    .... 

.       89 

Examples  of  Printers'  Borders 

.       90 

Screens,  Tints,  and  Stipples     .               .               .               . 

91,92 

Guide  to  Type  Sizes 

•       93 

Colour  Chart            .              .              .              .              . 

•       94 

A  Useful  Three-fold               .              .              .              . 

.       97 

A  Simple  Two-fold  .              .              .              .              . 

97 

r- 


% 


IX 


ADVERTISEMENT    LAY-OUT 
AND    COPY-WRITING 

PART  I 

CHAPTER  I 
INTRODUCTORT 


'  I  ""HE  student  of  advertising  who  has 
-■-  ambition  and  the  determination  that 
counts  for  so  much  in  a  successful  career  need 
never  fear  monotony  in  the  course  of  his  life's 
work.  Whether  he  be  employed  as  a  general 
copy-writer  on  the  permanent  staff  of  a  service 
agency,  or  as  advertising  manager  to  some 
business  firm,  the  demand  will  be  for  ever- 
increasing  effort  to  promote  sales  of  goods 
by  evolving  and  demonstrating  sound  selling 
ideas. 

To  the  man  capable  of  keen  and  concentrated 
application  to  the  work  in  hand,  the  man  of 
vision  with  an  intimate  understanding  of  the 
psychology  of  the  classes  to  whom  his  efforts 
are  intended  to  appeal,  go  the  prizes  of  a 
profession  which  is  now  recognized  as  one 
of  the  most  powerful  factors  in  business 
expansion. 

A  point  that  cannot  be  too  strongly  empha- 
sized is  that  the  only  reason  for  the  existence  of 
the  advertisement  copy-writer  is  to  se// goods,  and 
more  goods.  Salesmanship  on  paper  is  only 
different  from  that  employed  "  on  the  road  " 
or  "  behind  the  counter  "  through  the  fact 
that  it  is  a  mass  appeal  in  selling  instead  of  a 
personal  one;  the  difficulties  are  infinitely 
greater — ^also  the  possible  results.  You  can 
become  a  super-salesman  through  modern 
publicity  methods — if  your  efforts  are  rightly 
directed.  The  Press  with  its  enormous 
circulations  broadcasts  your  message  to  millions 
of  people,  and  according  to  whether  your 
salesmanship  is  sound  or  otherwise,  so  will  the 
advertiser's  appropriation  for  publicity  purposes 
be  either  justified  or  wasted,  the  quality  factor 
of  the  goods  or  services  offered  being,  of  course, 


equally  important  in  the  success  or  failure  of 
an  advertising  campaign. 

The  contents  of  the  present  volume  are 
divided  into  three  parts  :  the  first  deals  strictly 
with  the  main  theme — "  Advertisement  Lay- 
out and  Copy-writing  "  illustrated  by  repro- 
ductions in  miniature  of  advertisements  put 
out  by  firms  whose  consistent  policy  over  a 
number  of  years  has  included  sales  expansion 
through  Press  publicity — firms  whose  standing 
as  leaders  in  their  class  of  trade  has  been 
achieved  by  quality  of  merchandise,  service, 
and  continuous  appeal  to  the  public  through 
the  Press.  Limited  space  necessarily  has 
precluded  the  inclusion  of  many  other  excel- 
lent advertisements.  Intelligent  study  of  the 
advertisement  pages  of  current  newspapers  and 
periodicals  should  supplement  that  of  the 
examples  this  book  contains.  The  second  part 
is  devoted  chiefly  to  technical  information 
necessary  to  the  proper  understanding  and 
practice  of  the  copy-writer's  work.  In  Part 
III  this  reference  matter  is  supplemented 
by  special  chapters  dealing  with  such  subjects 
as  how  to  make  practical  use  of  the  knowledge 
acquired  by  study  of  the  matter  contained  in 
the  first  portion  of  the  book — in  the  sense  of 
obtaining  remuneration  for  work  done;  also 
a  section  dealing  briefly  with  booklets,  folders, 
catalogues,  and  novelties.  The  general  review 
of  the  duties  of  an  advertising  manager — the 
penultimate  chapter  in  the  book — will  give 
the  student  an  insight  in  that  direction,  and 
enable  him  to  judge  whether  to  make  such  a 
position  his  goal.  A  useful  glossary  of  adver- 
tising and  printing  terms  will  be  found  at  the 
end  of  the  volume. 
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CHAPTER  II 
LAY-OUT  CONSTRUCTION 


UPON  the  construction  of  the  lay-out 
depends  the  disposition  of  the  copy  and 
blocks  (if  any)  used  in  building  up  the  adver- 
tisement within  the  limits  of  the  space  allotted. 
It  also  decides  the  number  of  words  to  which 
the  text  matter  has  to  be  restricted.  The  plan 
of  the  lay-out  itself  is,  in  turn,  controlled  by 
the  nature  of  the  proposition  the  copy-writer 
has  in  hand;  this  will  be  made  perfectly 
clear  in  the  subsequent  pages  dealing  with 
the  various  sections  or  "  types "  of  Press 
advertisements. 

Basic  Principles 

No  matter  what  the  goods  or  service  you 
have  to  sell,  certain  basic  principles  enter  into 
advertisement  lay-out  construction.  Whether 
the  announcement  consists  of  only  a  few 
words  or  entails  a  crowded  setting — the  rule, 
in  short,  applies  to  any  and  every  kind  of 
advertisement— every  effort  must  be  made  to 
ensure  that  it  is  (a)  attractive ;  (h)  well- 
balanced  ;  (c)  effectively  displayed  in  the 
matter  of  headlines  and  illustrations  (if  any), 
and,  a  "  seller  "  in  visual  appeal  from  top  to 
bottom.  By  "  visual  "  appeal  I  mean  that  the 
general  effect  should  create  the  desire  to  read 
the  advertisement — to  investigate  a  proposi- 
tion which,  "  on  the  face  of  it,"  appears  to  be 
of  unusual  interest. 

Prestige 

A  point  to  bear  in  mind  continually  is  that 
the  advertisements  you  produce  should  reflect 
faithfully  the  standing  of  the  firm  on  whose 
behalf  they  are  issued  ;  prestige  already  secured 
can  be  weakened  or  destroyed  by  wrong  or  ill- 
considered  advertising.  Your  duty  as  an 
expert  will  be  to  increase  prestige,  and  the  lay- 
out you  plan  is  as  important  as  the  copy  you 
write  to  fit  the  lay-out. 


Small  Space  Advertisements 

An  announcement  to  occupy  the  apparently 
insignificant  space  of  one-inch  single  column 
frequently  calls  for  as  much  consideration  as 
does  an  advertisement  for  a  whole  page ;  in 
actual  practice  the  problem  is  sometimes  even 
more  difficult.  Small  spaces  constitute  the  acid 
test  of  the  copy-writer's  ability  for  concentra- 
tion, invention,  and  word  selection.  The 
point  I  wish  to  make  is  best  expressed  by  a 
paraphrase  of  a  well-known  axiom — "  Take 
care  of  the  small  ads.  and  the  big  ads.  will  take 
care  of  themselves."  It  is  interesting  to  place 
on  record  here  that  more  than  one  of  the  big 
advertisers  of  to-day,  whose  annual  appropria- 
tion for  publicity  purposes  runs  into  many 
thousands  of  pounds,  commenced  the  building 
of  their  huge  businesses  with  one-inch  single 
column  advertisements.  It  does  not,  of  course, 
follow  that  this  result  is  probable,  except  in 
isolated  cases.  The  most  efficient  advertising 
man  must  record  a  failure  to  produce  anything 
more  than  moderate  results  from  small  spaces, 
unless  backed  by  a  good  proposition  with  a  very 
wide  general  appeal  capable  of  commanding 
practically  unlimited  sales  expansion. 

In  the  section  devoted  to  demonstration 
types  of  advertisements  I  have  carefully 
selected  a  number  of  *'  smalls  "  as  examples  of 
what  are  known  as  *'  classifieds,"  i.e.  purely 
type  settings  on  the  lines  of  those  familiar  to 
every  one  under  such  headings  as  "  Personal," 
"  Situations  Wanted  "  or  "  Vacant,"  etc. ,  as  well 
as  one  or  two  specimens  of  small  "  displayed  " 
advertisements  usually  to  be  found  sandwiched 
between  those  occupying  larger  spaces  in  the 
daily  Press,  and  in  weekly  and  monthly 
periodicals.  The  two-inch  single  column  bar- 
gain spaces,  now  a  feature  in  the  Saturday  issues 
of  national  and  provincial  newspapers,  are  also 
chosen    for    constructive    comment.      Every 


LAY-OUT  CONSTRUCTION 


example  shown  as  illustrating  the  **  small  fry  " 
of  the  advertisement  business  is  put  forward  as 
good,  if  not  perfect,  of  its  kind,  and  reasons 
are  given  in  support  of  this  opinion.  In  the 
"  demonstration  "  section  are  included  other 
advertisements  representative  of  how  various 
spaces  ranging  upwards  in  size  to  full  pages, 
are  utilized  in  the  business  interests  of 
advertisers,  whose  names,  in  many  instances, 
are  universally  known  for  the  goods  they 
manufacture,  or  as  leading  distributors  of 
merchandise  generally.  My  final  remark  before 
proceeding  to  deal  with  lay-out  construction 
in  detail,  is  that  the  perfect  advertisement  has 
yet  to  be  designed.  What  is  considered  perfec- 
tion at  any  given  period  becomes  ineffective  at 

a  later  stage  ;   fashions  in  advertising  

are  liable  to  change  from  time  to 
time  through  influences  reviewed  and 
suggested  in  the  section  on  copy- 
writing. 

Preparing  the  Lay-out 

This  subsection  must  be  studied 
in  conjunction  with  the  illustrations 
— 2i  series  of  three  showing  the  pro- 
gressive stages  of  an  advertisement  fju**^ 
from  the  inception  of  the  lay-out  and 
copy  to  its  ultimate  appearance  in 
the  Press.  The  plan  of  procedure  is 
typical  of  that  generally  followed  in 
actual  practice ;  nothing  is  left  to 
arrange  itself.  If  the  designer  of  the 
advertisement  knows  his  business  he 
seldom  needs  to  make  amendments 
on  more  than  the  first  proof  sub- 
mitted by  the  publication  ;  if  "  correc- 
tions "  include  figures,  however,  he 
should  see  a  "  revise."  Provided  the 
type  is  set  in  accordance  with  the 
lay-out,  the  advertisement  can  follow 
the  usual  course  of  submission  to  the 
client  for  final  approval ;  if  the 
corrections  are  heavy,  however,  it  is 


wise  to  wait  for  the  printer's  revise  before 
doing  so.  To  minimize  "  correction  "  trouble 
the  lay-out  should  be  planned  practically  fool- 
proof, the  greatest  care  being  taken  to  indicate 
exactly  the  lines  on  which  the  compositor  is 
to  construct  the  advertisement,  including 
descriptions  and  the  chief  sizes  of  type  to  be 
used  for  the  setting.  In  the  hands  of  a  good 
printer — and  most  of  the  leading  newspapers 
and  periodicals  employ  only  expert  com- 
positors— the  result  is  almost  sure  to  call  for 
little  amendment  before  passing  the  proof,  so 
far  as  typographical  correction  is  concerned. 

Effect  of  Borders 

Dealing  with  the  earlier  reference  to  basic 
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principles  in  lay-out  construction,  one  of  the 
chief  points  to  grasp  is  that  any  kind  of  border, 
whether  a  single,  double,  or  triple  rule,  a 
printer's  stock  border,  or  one  specially  drawn, 
not  only  actually  and  obviously  reduces  the 
size  of  the  space  available  for  matter,  but 
influences  adversely  the  apparent  size  of  the 
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"An  Immediate  Operation  is  Necessary " 
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iiouM* ?  If  you  tupprncd  to  he  i  |iii<imuiiri  ■■>  diimiilMM  wi 
your  pcnonal  rurtiofu  for  your  inicMl.  iht  am  CM  oil  your 
roourcn  mifhc  occur  «  ■  time  whni  your  MmiM  cwacin 
Bid  temporarily  ceaaed.  ' 

Tim  if  you  held  ordinarr  Whole   Life,  or   Endowmenb POIkk*  on  your  Ut 

y  ••  irtiwe  of  £1.000  or  o»er,  wnh  the  P«UD^T1AU  ibeSCompny 

•«ildt»l*i«  orrrmn  Umiurionvimmedutely  advance  you.  Am  of  any  uneresl. 

ux  nrfaoii'a  ian  and  nunm|  feti.  ,  ~. 
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KnM  5»!m!j      ^"^*"    ■»"<"«'•  »  ranted    without    My    eitra    ptcmiua 

APART   from    ihu   uaiqu*    finnnc.   m   Eadowaat    Aaaurance    wkIi    dH 
'  ^  Prudcntul  a  «  aoii  pnbMt  amaiamK.     A  aM  m  '  "^  ' 
could  auure  £1000  pqiUr  m  dtatb  or  Mr  «Vwith  p«2 
per  annum      Wah  ractwr  m  i«t«(  on  dx  prtaent  acak 
mould  amount  to  £892  2i.  6d  in  alL 

Tll/r  aMmini  bonuara  at  the  preaent  rate— £2  2a.  Od  per 
*-»  hia  pohcy  would  amoum  to  £1A30  at  macunry     Thut  he  unu  a 
ftce  of  mcome  lu— of  £737  17v  6d  on  hu  paymenii,  phu  aaMitince 
dunof  thirty  ytara. 


A  aM  MBd  30.  for 
-^wKh  pnfcvfer  £X  _ 
I  prtaent  acafa  fcii  laai  pa) 


■■■»■■*.     A  ami  aMu  .w.  lor  aganer. 
"  'SL'^-^  'T^  for  £U  Ot.  lOd. 


Y^/I  h»»e  M  rnduwaew   pofacr  to  luir  yaw  », 
"   piaMad  ID  mod  pmvculvi  if  you  wUl  wma. 
Md  your  rtquireanta,  to 
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THE  PROOF 

(showing  corrections) 

advertisement  when  reproduced  in  the  publica-  copy-writing    is 

tion.     Comparison  with  any  other  advertise-  accomplishment 
ment  of  exactly  the   same  size,  set  without         ~' 
border,  will  at  once  make  this  point  clear. 


good  at  lay-out  construction.  Whether  the 
lay-out  man  specializes  on  that  one  section,  or 
on  both  lay-outs  and  copy,  he  should  be  able 
to  indicate  clearly  the  types,  and  positions  of 
illustrations  or  drawn  lettering  he  requires  the 
artist  to  produce  in  interpreting  his  ideas.  The 
lay-out  specialist,  in  particular,  should  be  able 

to  draw  sufficiently  well 
for  his  sketches   to   be 
followed  with  little  or 
no  alteration  or  addition, 
excepting  in   respect  of 
improvement       in 
draughtsmanship       and 
technical  points,   which 
can  be  safely  left  to  the 
studio  men  to  deal  with 
more  efficiently  than  the 
lay-out  man   himself  is 
capable    of   doing.      In 
other  words,  the  lay-out 
man    who    restricts    his 
activities  to  such   work 
rather  than  to  the  com- 
bination of  lay-out  and 
copy,  should    be  some- 
thing  of  an   artist,  but 
not  necessarily  proficient 
in    the    production     of 
finished     drawings    for 
reproduction,     although 
the  ability  to  carry  out 
such,  on  occasion,  is  a 
distinct  advantage  and  a 
valuable     asset     where 
not     present     as    a     twin 


•/ 
/ 
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Illustrations 

The  lay-out  man  usually  combines  the  two 
sections — lay-outs    and    copy — though 


It     IS 


The  specialist  in  lay-outs  is  usually  located 
in  the  ideas  department  of  the  more  important 
service  agencies,  and  is  expected  to  be  a  speedy 
worker  and  prolific  in  the  production  of  ideas 
at  short  notice.  His  work  often  includes 
suggestions    for    folders   and    booklets — even 


,  ,  '  r-'      & ■'      -"55VJiiwiia    lui    luiucia    <iiiu    uooiuers— even 

seldom  that  the  professed  copy-writer  IS  equally     showcards   and    posters,    all    finished   artistic 


LAY-OUT    CONSTRUCTION 


work  being,  of  course,  a  matter  for  the  studio 
staff.  A  really  good  ideas  man,  able  to  originate 
publicity  material  embodying  something  new 
in  appeal  for  selling  schemes  for  various  pro- 
positions, can  always  command  substantial 
remuneration  for  his  work,  but  consistent  good 
quality,  live  ideas,  and  a  keen  sense  of  the 
**  selling "  end  of  the  subjects  treated, 
are  essential. 


pencils  of  HB,  B,  or  BB  quality.  Keep 
your  paper  scrupulously  clean.  Retain  a  feir 
margin,  varying  from  about  one  inch  all  round 
the  actual  work,  for  designs  up  to  six-inch 
double  column,  and  wider  margins  in  propor- 
tion for  advertisements  for  larger  spaces.  Set 
off  your  lay-outs  by  running  a  pencil  line  all 
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The  Combination 

The  average  service  agency,  excepting 
in  special  circumstances,  expects  the  lay- 
out and  ideas  man  to  write  his  own  copy, 
and  one  point  in  favour  of  the  combination 
is  the  cohesion  secured  in  the  work  as 
a  whole.  It  is  easily  understandable  that 
personal  control  of  the  plan  throughout 
the  production  of  an  advertisement,  more 
especially  of  a  series,  should  mean  such  a 
dovetailing  of  parts,  as  it  were,  that  the 
result  should  be  advertising  matter  perfect 
in  assemblage,  clear  in  conception,  and 
successful  in  "  sales "  appeal,  provided 
always  that  the  work  is  carried  out  by  a 
thoroughly  competent  exponent  of  the 
three  equally  important  factors  to  success 
— idea,  lay-out,  and  copy. 

Booklets,  Catalogues  yand  Folders 

The  planning  of  any  or  all  of  these 
comes  within  the  province  of  the  lay-out 
man  and  copywriter,  and  adds  immensely 
to  the  variety  and  interest  of  his  work.    It 
is,  however,  so  different  in  almost  every 
way  from  advertising  practice  as  understood  by 
"  Press  "  advertisements,  that  I  have  allotted  a 
special  section  to  these  subjects  rather  than 
include  them  under  the  general  heading  of 
"  lay-out  construction." 

Materials 

Work  on  thin  cartridge  paper,  obtainable  at 
any  artists'  colourman's.   Use  for  preference 


nr-HERE 

1   beaet 


An  Immediate  Operation  is  Necessary** 

UPPOSE  your  doctor  were  to  nialce  tfaia  aMcaant  to  you.  would 
you  be  in  a  position  to  6nd  the  necemary  avfical  faea  withoM 
trouble  ?  If  you  happened  to  be  a  profemioaal  nun.  depe^eM  on 
your  pcnonal  cxenions  for  your  income,  the  extra  aill  on  pom 
reaources  iiii|ht  occur  at  a  tunc  when  your  earning  capacity 
had  tempoiaiily  ceaied. 

BUT  if  you  held  ordinary  Whole  USt.  or  Endowment.  Midea  on  your  life 
(at  M  aftKfBIc  of  ajSa  or  over,  with  the  PRUDENTIAU  the  CompMy 
*«»■  widwi  oattaa  liaiialii—.  iaaediatdy  advance  you.  bmt  at  mj  inienac. 
the  awSBoa'a  (aa  and  nuKii^  fat. 

.--^  wnild  be  no  neceiaity  to  lepey  the  advance,  wfaicfa  would  aetely 
-  be  aet  off  afainat  the  amount  due  under  your  pohcy  at  dcah  or  mamricy 
Thu  additional  benefit,  moreover,  is  (rantad  without  any  cm  mmiua 
Wm  charged. 

APART  from  thu  unique  fEature,  an  Endowment  Aaauralicc  with  the 
•**  Prudential  u  a  moat  profitable  investment.  A  man  a(ed  3a  ft»  matance. 
csuM  asauR  CUXO  payable  at  death  or  a(e  60.  with  profits,  for  £33  (k  lOd 
per  annum  With  income  tax  rebate  on  the  preaent  scale  the  ocat  would 
amount  to  £892  2i.  6d  in  all 

DUT  tatumant  bonuses  at  the  preaent  rate— £2  2s.  Od.  per  cent,  per  annum— 
i^his  policy  would  amount  to  £lj630  at  maturity.  Thus  he  (ains  a  profit- 
free  of  moaae  tax— of  £737  17s.  fid.  on  his  payments,  plus  assunncz  ptocectajn 
during  thirty  yean. 

\\7E  have  n  endowment  pohcy  to  suit   your  drcumstancxa— and  wiD    be 
TV    pleaaad  id  aend  paiticulats  if  you  viB  wiiac.  aiatiiK  i^  next  hanhdtf 
and  yoiir  raqiiiieax  iits.  Co 
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THE  ADVT.  AS  INSERTED 
(reduced  facsimile  from  the  full  page) 

round  about  one-eighth  of  an  inch  from  edge 
of  paper.  If  the  design  is  of  a  very  special 
nature  mount  your  paper  on  a  sheet  of  brown 
or  other  coloured  paper  and  cover  the  whole 
with  a  sheet  of  tissue,  or  tracing  paper  ;  these 
latter  remarks  apply  chiefly  in  cases  where 
a  particularly  good  impression  is  desired — 
submitting  work  to  a  new  client,  for 
instance. 
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CHAPTER  III 
COPY-WRITING 


|\/TUCH  nonsense  is  written  by  theorists 
on  what  is  so  frequently  referred  to  as 
"  The  Art  of  Copy-writing."   A  far  better 
term  to  my  mind  is  "  Salesmanship  on  Paper," 
or  something  on  h'nes  which  recognize  that  the 
copy-writer's  vocation  is  neither  more  nor  less 
than  to  sell  goods  or  services  to  the  best  of  his 
ability.   The  presentation,  in  an   interesting 
form,  of  the  hard  facts  of  a  proposed  business 
deal  may  be  dignified,  on  rare  occasions,  by  the 
claim  that  "  art  "  enters  into  the  work  of  such 
copy-writing,   but,  personally,    I    prefer    to 
substitute  the  more  honest  and  modest  phrase 
already  quoted,  as  covering  fully  most  of  the 
efforts  called  for  in  selling  goods  through  the 
medium  of  the  Press,  or  through  printed  matter 
of  any  kind.    As  copy-writers  and  students  of 
copy-writing,  let  us  not  deceive  ourselves  with 
the  glamour  thrown  upon  our  calling  by  too 
much  talk  about  art  in  this  connection.    "  The 
Art   of  Literature "   is   a   term   long  since 
accepted  and  justified,  yet  such  a  reference 
certainly  does  not  apply  to  all  so-called  litera- 
ture, and  even  less  can  the  great  mass  of  copy- 
writing   for   purely   advertising  purposes   be 
considered .  to  come  under  the  designation  of 
"  art."   Let    us    determine    to    do    our    best 
without  taking  too  lofty  a  view  of  what  is,  after 
all,  business  pure  and  simple.    Let  us  assemble 
our  facts,  convince  ourselves  honestly  that  the 
proposition  we  are  dealing  with  is  worthy  of 
our  best  efforts — then  get  to  work  ;  write  our 
copy  with  the  buyers'  point  of  view  in  our 
mind  from  first  to  last,  and  let  it  go  at  that. 
If  the  work  is  honest  and  straightforward,  and 
the  goods  the  right  goods  at  the  right  price, 
there  will  be  little  need  to  doubt  results  in  terms 
of  sales,  provided  the  media  chosen  are  rightly 
selected    by    those   responsible    for    planning 
the  advertising  campaign. 


Qualifications 

Although  it  is  important  that  the  copy-writer 
should  possess  a  good  education,  a  public  school 
training  need  not  be  regarded  as  essential,  or 
even  of  very  great  assistance,  for  rapid  progress 
in  a  profession  which  calls  for  the  exercise  of 
so   many   different   points  of  view   in   class 
appeal.     Knowledge    and    study    of   human 
nature  are  far  more  valuable  to  the  publicity 
student  than  the  highest  successes  at  public 
school   or  college,    A    University  education, 
even  when  examinations  are  taken  in  com- 
mercial subjects,  has  little  or  no  advantage 
over    the    thorough    grounding  in    business 
practice  obtainable  at  the  best  private  com- 
mercial colleges.   The  qualifications  required 
to  become  a  successful  copy-writer  may  be 
summed  up  as  {a)  a  sound  general  education  ; 
{b)  intelligent  observation  of  the  environment, 
tastes,    and    needs    of  the    many    grades    of 
humanity  which  go  to  make  up  what  we  call 
the  masses,  the  middle,  and  the  upper  classes ; 
{c)  the  adaptability  to  write  down  or  up  to  the 
public  you  have  to  appeal  to  in  a  given  sell- 
ing campaign.    A   keen  appreciation  of  the 
common-sense  view  of  things  and  people  will 
carry  you  far  if  you  work  accordingly. 

Throughout  this  handbook  I  purposely 
stress  the  common-sense  qualification.  So 
many  students  of  advertising  have  been  spoon- 
fed on  highbrow  "  pap  "  to  the  exclusion  of  the 
essentially  practical  outlook  business  affairs 
demand.  Granted  that  "  copy  "  of  a  superior 
kind  is  looked  for  in  the  case  of  high-class 
propositions,  even  then  it  is  advisable  to  go 
carefully.  If  you  feel  you  have  written  some- 
thing that  is  "  clever  "  in  diction,  or  a  fine 
choice  of  words  that  seem  to  strut  and  preen 
themselves  on  their  perfect  assemblage,  be 
cautious ;    go  over  the  matter  again,  and  yet 


I 


COPY-WRITING 


again,  until  you  are  satisfied  that  it  does  not 
overstep  the  bounds  of  common  sense  from 
the  reader's  angle.  The  effort  to  increase 
sales  of  the  goods  you  are  writing  about  must 
come  fi  rst — always.  The  word-acrobat  seldom 
makes  good ;  his  ambition  to  demonstrate 
his  individual  cleverness  blinds  him  to  the 
imperative  need  to  keep  a  brake  on  the 
"  ego  "  and  be  all  out  to  sell  the  goods.  When 
writing  copy  to  increase  demand  for  high- 
class  merchandise  beware  of  descending  into 
bathos  through  straining  after  a  high-flown  or 
"  superior  "  style  of  writing.  This  is  apt  to 
appeal  to  the  plain  man  as  not  only  pathetic, 
but,  at  times,  ridiculous. 

General  Knowledge 

The  wider  your  knowledge  of  things  in 
general  the  better  able  will  you  be  to  cope  with 
the  nuny  differing  propositions  that  are  likely 
to  claim  your  attention  as  an  advertisement 
copy-writer.  Nothing  will  be  found  useless  to 
you  in  your  chosen  work,  and  collected 
data  relating  to  practically  everything  that 
matters  bearing  on  different  branches  of  trade 
will,  some  time  or  another,  be  invaluable  at 
the  critical  moment  for  reference.  Whether 
memorized  or  filed  in  the  form  of  written  or 
printed  data  these  "  shots  in  the  locker  "  of 
the  professional  copy-writer  are  as  good  as 
money  in  the  bank. 

A  wide  knowledge  of  men,  women,  and 
things  is  of  first  importance  to  the  copy-writer 
who,  like  the  journalist  on  the  staff  of  a  daily 
newspaper,  is  called  upon  to  handle  subjects 
needing  entirely  different  treatment. 

Selecting  the  Point  of  Appeal 

Selling  goods  through  Press  advertising 
entails  aptness  in  selecting  and  marshalling  the 
selling  points  of  articles  as  opposite  in  appeal  as, 
for  instance,  motor-cars,  soaps,  and  fountain- 
pens.  The  first  of  these  propositions  demands 
the  power  to  sense  the  line  of  argument  that 
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will  best  interest  the  motorist;    whether  the 
appeal  should  run  on  the  social  or  technical 
side,  or  both.   Technical  details  usually  can  be 
obtained  either  at  first  hand  or  from  specifica- 
tions in  existing  catalogues.  JThe  copy-writer 
cannot  possibly  absorb  details  of  every  class  of 
advertising  he  may  have  to  undertake  ;  neither 
is  it  necessary  to  attempt  the  impossible.    He 
must,  however,  train  himself  to  be  quick  at 
determining    essentials    and     be    intelligent 
enough  to  be  accurate  without  question  in  any 
technical   matter  he   finally  includes   in   his 
copy.    He  must  analyse  his  problem  so  that  he 
can  eliminate  details  not  sufficiently  interesting 
to  include  in  a  Press  appeal,  although  useful  to 
the  salesman  for  bringing  forward  when  the 
purchaser    is    making    his    selection.   These 
remarks  are  equally  applicable  to  all  goods  in 
the  same  line  of  business — motor-cycles  and 
combinations,  vehicles  for  motor  haulage,  etc. 
Soaps,  on  the  other  hand,  demand  an  appeal 
to  the  housewife,  and  the  housewife's  probable 
point  of  view  is  the  first  consideration ;    the 
special  ingredients  used  in  manufacture  come 
second,  if  referred  to  at  all.    Get  the  right 
angle  of  approach  and  you  get  the  goods  off  the 
retailers'  shelves.   When  advertising  fountain- 
pens — the    third     example     to    demonstrate 

contrast  in  variety  of  copy-writing  practice 

some  acquaintance  with  office  routine,  the  pen 

needs  of  authors  and  the  public  generally 

points  such  as  smooth  writing;  convenience 
in  use ;  easy  filling  by  automatic  feed  j  non- 
leaking,  and  so  on,  must  be  very  carefully 
considered  and  presented  faithfully  according 
to  the  merits  of  the  goods.  These  three 
instances  of  problems  every  advertising  service 
agency  man  is  likely  to  meet  with — the  first, 
difficult  to  the  non-technical  copy-man,  and 
the  others  comparatively  simple,  because  more 
general  in  character — ^are  mentioned  in  pass- 
ing to  give  some  idea  of  the  range  of  subject- 
matter  the  copy-writer  must  be  prepared  to 
undertake.    Methods  of  dealing  with  many 
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other  propositions  will  be  found  in  the  seaions 
covering  practically  every  class  of  advertising 
you  are  likely  to  come  into  contact  with  in 
the  course  of  your  work. 

The  more  general — not  too  superficial — 
the  knowledge  you  possess  the  better  your 
chance  of  making  good  as  a  copy-writer. 
Success  is  assured  to  the  man  who  is  not  only 
well  educated  but  well  read  in  the  sense  of 
studying  useful  literature— economics  and 
facts  concerning  the  ordinary  or  everyday 
affairs  of  human  existence.  These  form  the 
best  material  on  which  to  build  your  copy ;  the 
more  natural  your  writing  the  more  successful 
will  you  be  with  your  public.  The  study  of 
classical  literature  is  undoubtedly  helpful  in 
understanding  human  nature  in  its  broader 
aspects,  but  it  is  as  well  to  avoid  any  quotations 
from  the  classics  unless  you  have  very  strong 
reasons  for  their  inclusion.  Such  literary 
references,  if  made  use  of,  should  not  be  chosen 
without  much  forethought ;  they  may  easily 
become  simply  a  parade  of  knowledge  which, 
even  to  fairly  well-educated  men  and  women, 
may  be  meaningless  without  special  reference. 
Other  acquirements  that  will  be  found  of 
advantage  are  some  experience  in  the  use  of  a 
typewriter  and  a  fair  acquaintance  with  short- 
hand writing.  It  is  surprising  how  often  such 
accomplishments,  even  if  you  are  only  passably 
proficient,  will  prove  of  service  during  your 
career,  perhaps  when  least  expected. 

Research 

During  recent  years  special  attention  has 
been  given,  and  rightly  so,  to  the  need  for 
searching  out  data  on  which  to  found  copy 
which  relies  for  its  points  on  indisputable  facts. 
In  such  work  every  statement  made,  whether 
a  matter  of  words  or  figures,  must  be  known 
beforehand  to  be  absolutely  unassailable.  This 
must  be  so  in  all  advertising,  whether  of  goods 
or  services,  if  the  salesmanship  is  to  be  success- 
ful— and  permanent.   Nothing  that,  in  your 


judgment,  is  untrue  or  ambiguous  must  be 
passed  for  publication.  Therefore,  every  argu- 
ment or  point  you  advance  must  either  be 
substantiated  by  the  advertiser  or  verified  by 
your  personal  investigation,  if  such  a  course  is 
possible.  If  statements  are  made  by  the 
advertiser  which  are  beyond  your  power  to 
endorse,  the  onus  of  proof  and  risk  of  dissatis- 
faaion  on  the  part  of  any  purchaser  of  the 
goods,  is  on  the  advertiser.  Always  do  your 
level  best  to  emulate  the  laudable  idejd  of 
"  truth  in  advertising."  If  your  subject  is 
technical,  time  spent  in  research  will  not  be 
wasted  if  it  helps  you  to  sureness  in  the  copy, 
you  write.  If  you  have  to  prepare  advertise- 
ments for  patent  medicines,  read  up  your 
subject  carefully  in  standard  medical  works  to 
be  sure  of  your  ground.  The  more  thorough 
your  reference  the  more  convincing  will  be 
the  advertising  matter  you  produce  ;  anything 
off  the  beaten  track  simply  bristles  with  pitfalls 
for  the  unwary  copy-man.  The  average 
advertisement  needs  little  or  no  research  work, 
whilst  certain  unusual  propositions  involve 
much  time,  trouble,  and  frequently  expense 
before  they  can  be  presented  interestingly  and 
convincingly.  Where  this  is  necessary  the 
more  definite  knowledge  you  have  of  your 
subject  the  greater  will  be  your  success  as  a 
copy-writer. 

Get  the  habit  of  believing  what  you  write 
because  you  are  sure  of  your  facts.  Your  copy 
will  then  ring  true,  create  confidence  in  the 
minds  of  the  public,  and  justify  your  effort  by 
selling  the  goods  for  which  you  are  acting  as 
advocate. 

The  value  and  importance  of  research  work 
in  the  preparation  of  publicity  schemes  is  now 
recognized  as  a  factor  that  not  only  enables  the 
advertiser  to  convince  his  public  on  questions 
of  value  given  and  received,  but  gives  the 
opportunity  to  interest  people  in  the  actual 
production  and  conditions  under  which  the 
goods  they  buy  are  manufactured.   Nearly  all 


processes  of  manufacture  contain  the  elements 
of  a  story  which  the  public  would  be  keen  to 
read  for  its  news  interest,  quite  apart  from 
fectory  talk.  Many  firms  have  a  history  of 
absorbing  human  interest  at  present  lying 
dormant,  yet  which  could  be  utilized  in  creat- 
ing increased  demand  for  their  goods.  Valu- 
able information  regarding  the  origin  of  the  raw 
material  used  in  the  manufacture  of  everyday 
requirements  can  be  unearthed  by  patient 
reference  to  data  readily  available  in  most  of 
our  public  libraries,  and  this  could  be  used 
to  "  selling  "  advantage  either  in  Press  advert- 
isements or  booklets.  An  apt  and  truthful, 
informative  opening  paragraph  in  an  advertise- 
ment of  some  household  commodity,  if  it 
contains  information  not  generally  known,  is 
useful  to  attract  and  hold  attention — the  first 
step  towards  selling  the  goods.  The  introduc- 
tion of  a  sketch  in  illustration  of  some  point  in 
the  leading  text  matter — z  sketch  or  diagram 
that  will  attract  from  sheer  novelty  of  subject 
— is  also  a  distinct  advantage  for  which  careful 
research  is  frequently  responsible  ;  it  opens  up 
possibilities  of  making  appeals  from  entirely 
new  angles  to  prospective  purchasers  of  the 
goods,  and  this  is  one  of  the  secrets  why  certain 
publicity  is  seen  to  be  much  more  alive  than 
advertisements  put  out  by  competitors. 

Adaptability 

The  copy-writer  who  restricts  his  activities 
to  publicity  in  connection  with  one  class  of 
commodities  is  always  liable  to  "  run  dry." 
The  danger  of  an  advertising  man  getting 
into  a  rut  through  incessant  efforts  to  concen- 
trate on  one  subject  only,  is  very  real.  For 
want  of  change  elasticity  in  thought  is 
naturally  weakened;  and  it  is  the  agency 
copy-writer*s  continual  switch  over  from  one 
subject  to  another  that  keeps  his  brain  active 
and  prevents  staleness  and  paucity  of  ideas. 
Adaptability  is  one  of  the  copy-writer's  chief 
assets.   The    power    to    enthuse    over   your 


subject,  whether  it  is  a  propaganda  scheme  on 
national  lines,  or  just  pushing  the  sales  of 
eatables  or  household  equipment,  is  in  itself  a 
stimulant  to  good  work.    A  train  of  thought 
set  up  by  the  study  of  one  advertiser's  proposi- 
tion, will,  more  often  than  not,  suggest  some 
useful  idea — probably  on  quite  different  lines 
— that  will  be  just  the  thing  for  some  other 
advertising  matter  in  hand.    Brain  friction  of 
this  kind  is  the  copy-writer's  salvation  if  he  is 
a  man  of  live  ideas.    If  you  make  yourself 
familiar  with  a  variety  of  advertising  proposi- 
tions your  versatility  in  itself  will  enable  you 
to  command  higher  remuneration  for  your 
work,  and  will  increase  immeasurably  your 
prospect  of  a  continuously  successful  career. 
It  is  just  this  adaptability  in  getting  the  right 
selling  angle  when  planning  advertising  for 
various  commodities   that   is  looked   for   in 
choosing  candidates  for  service  agency  copy- 
writing,  and  when  an  applicant  for  such  a  post 
has  these  qualifications  and,  in  addition,  the 
ability  to  construct  his  own  lay-outs  and  indi- 
cate by  rough  sketches  any  design,  illustration 
or  special  lettering,  that  may  be  included  in  the 
plan,  his  candidature  is  sure  to  receive  more 
favourable  consideration  than  that  of  a  copy- 
writer   who    specializes    on    copy,    however 
excellent,  which  deals  with  only  one  class  of 
goods.   Therefore  strive  to  adapt  your  copy- 
writing    talent    to    whatever    purpose    it    is 
required.   Write  "  selling  "  copy  every  time, 
and  be  sure  you  appeal  to  the  class  you  approach 
in  language  they  understand. 

Technical  Knowledge 

The  technical  knowledge  referred  to  here  is 
that  connected  with  the  actual  preparation  of 
copy  for  setting  in  type.  The  writing  of  the 
text  for  the  publicity  matter  on  which  you 
happen  to  be  engaged  must  conform  to  the 
plan  of  the  lay-out,  whether  this  is  designed  by 
yourself  or  by  a  worker  who  specializes  in  that 
branch  of  advertising  practice. 
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And  to  do  so  efFectively  the  copy-writer — 
on  the  supposition  that,  in  this  instance,  he  is 
not  also  a  lay-out  man — should  be  familiar,  at 
least,  with  the  technicalities  that  enter  into 
the  make-up  of  the  lay-out  so  that  his  part  can 
be  made  to  harmonize  with  the  disposition,  or 
order,  in  which  his  copy  is  to  be  sectionalized 
and  assembled.  His  concern  will  not  lie  so 
much  in  the  direction  of  blocks,  sketches, 
specially  drawn  lettering,  etc.,  as  in  a  working 
acquaintance  with  sizes  and  descriptions  of 
type  faces.  It  is  for  the  copy-writer  rather  than 
the  lay-out  man  to  determine  these  points. 
His  copy  must  be  so  written  that  it  will  not 
overrun  the  space  allotted  for  the  separate 
sections  of  matter  or  the  various  panels,  or 
what  are  known  as  "boxes,"  which  are 
frequently  introduced  into  advertisements,  as 
distinct  from  "  straight "  copy  as  turned  out 
by  a  journalist  or  reporter. 

In  publicity  work  copy  often  has  to  be  split 
up  to  sustain  interest,  to  emphasize  certain 
points,  to  induce  action ;  in  short,  to  sell 
the  goods.  The  copy-writer  must  exhibit  a 
keen  selling  sense  by  display  lines  so  worded  as 
not  only  to  create  a  desire  to  read  what  straight 
text-matter  appears  in  the  announcement,  but 
also,  if  possible,  to  embody  some  phrasing 
that  leads  direct  to  the  selling  end.  If  you 
decide  these  captions  yourself  you  will  be  able 
to  write  more  freely  and  more  successfully  as 
a  salesman  in  print. 

Type  selection  is  most  important  for  the 
right  display  of  your  copy.  A  fair  knowledge 
of  the  types  most  suitable  for  advertising  pur- 
poses can  be  acquired  without  much  effort  and 
will  enable  you  to  choose  those  which  are  most 
effective  for  the  class  of  appeal  you  have  in 
hand :  whether  to  select  heavy  or  light  face 
type  for  certain  settings;  which  types  to 
employ  for  contrast,  and  so  forth.  There  is 
one  golden  rule  for  selecting  the  type  for 
setting  advertisements,  which  always  stands 
good:     restrict  your  choice  to  one,  two,  or 


three  styles — never  use  more.  Dignity  is  best 
obtained  by  simplicity ;  even  the  most  crowded 
announcement  should  come  under  the  dictum 
"  three  type  faces  at  most."  Aim  at  legibility 
always,  by  using  clear  face  type  that  can  be 
read  without  effort.  Never  forget  the  feet 
that  the  public  does  not,  on  the  whole,  want 
to  read  advertisements  in  the  absence  of 
some  special  reason ;  and  must,  therefore, 
be  attracted  by  all  means  in  the  power  of 
the  advertising  man,  in  as  interesting  and 
pleasant  a  manner  as  possible. 

These  two  sections — lay-out  construction 
and  copy-writing — are  purposely  written  on 
general  lines  to  prepare  the  student  for  intelli- 
gent study  of  the  actual  advertisements  repro- 
duced in  the  following  pages,  each  accom- 
panied by  critical  and  explanatory  matter. 
Considered  as  lessons  in  laying  out  and  writing 
advertisements,  the  student  will  find  in  them  a 
solution  of  most  of  his  copy-writing  problems. 

Evolution  of  Advertising  Practice 

Let  me  state  at  the  outset  that  this  headline 
does  not  forecast  here  a  history  of  advertising 
or  even  an  outline  of  past  evolution.  My 
desire  is  primarily  to  warn  the  student  that  in 
advertising  and  publicity  of  all  kinds  there  can 
be  no  finality  of  treatment.  I  wish  particu- 
larly that  you  should  bear  this  in  mind  when 
studying  the  examples  of  recent  advertisements 
appearing  in  this  handbook. 

In  advertising,  change  is  inevitable  ;  with- 
out progress  in  ideas  and  treatment,  publicity 
efforts  would  become  atrophied  and  ineffective 
as  selling  aids.  Keen  watchfulness  is  necessary 
to  anticipate  the  opportunity  or  advisability  of 
introducing  new  methods  to  break  away  from 
orthodox  practice,  or  from  some  overdone 
style  of  treatment  which  has  lost  its  original 
power  to  attract  through  being  adopted  by  too 
many  advertisers.  Novel  artistic  effects  in  lay- 
out, "  stunt "  copy,  and  competitions  on 
unusual  lines — crossword  puzzles,  for  instance 
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— ^are  apt  to  be  followed  by  so  many  other 
imitators,  if  successful,  that  their  value  soon 
becomes  dissipated.  Attractive  no  longer  from 
a  "  selling  "  point  of  view,  the  need  becomes 
urgent  for  something  to  counteract  the  gener- 
ality induced  by  wholesale  adoption  of,  perhaps, 
an  exceptionally  attractive  treatment  so  long 
as  it  was  restricted  in  use. 

The  follow-my-leader  instinct  is  a  feet  the 
danger  of  which  I  wish  to  impress  upon  the 
student.  If  a  fashion  arises  in  publicity  it  is 
quite  legitimate  to  adapt  a  style — not  copy  it — 
if  it  fits  in  with  your  particular  work,  but  it  is 
fer  more  to  your  credit  if  you  can  evolve  an 
equally  good  and  entirely  different  treatment, 
using  it  only  whilst  definitely  associated  with 
the  proposition  you  are  handling.  Be  ready  to 
change  over  to  something  fresh — ^and  still 
better,  if  possible — before  the  borrowing  of 
your  idea  by  other  advertisers  destroys  its 
effectiveness. 

Fashions  in  Publicity 

Fashions  in  advertising  are  as  distinct  and 
frequent  as  those  in  other  directions.  At  one 
period  we  find  the  fetish  of  generous  white 
space  so  widely  adopted  by  advertisers  that 
their  announcements  almost  give  one  the 
impression  that  they  emanate  from  the  same 
source.  In  some  publications  this  feature  is 
emphasized  by  the  absence  of  advertisements 
sufficiently  varied  in  style  of  lay-out,  with  the 
result  that  want  of  contrast  discounts  the  effect 


of  each  advertisement  appearing  on  the  same 
page,  robbing  them  individually  of  that  essen- 
tial quality  every  advertisement  should  possess 
— the  power  of  attraction  by  "  standing  out  " 
from  its  surroundings.  Where  the  environ- 
ment consists  of  advertisements  planned  more 
or  less  on  similar  lines,  however  excellent 
the  setting  and  copy,  attractiveness  which  is 
apparent  when  the  advertisement  is  considered 
separately,  is  so  diffused  by  general  adoption 
that  it  becomes  weakened  in  its  effect,  and  the 
"  selling "  efforts  of  the  advertiser  suffer 
accordingly.  In  such  circumstances — it  is 
sometimes  possible  to  know  these  in  advance — 
a  plan  of  setting  on  different  lines  will  score 
handsomely.  The  same  rule  applies  equally 
where  a  number  of  "  crowded "  advertise- 
ments are  inserted  in  the  same  page  ;  the  clean, 
well-set  announcement  with  ample  white 
space  is  seen  to  distinct  advantage. 

The  big  idea  in  a  Press  campaign  is  that 
every  advertisement  should  pull  its  weight  in 
producing  sales,  and  it  is  the  business  of  the 
copy-writer  and  lay-out  man  to  concentrate  on 
planning  to  that  end,  visualizing  as  accurately 
as  possible  the  probable  class  and  design  of  the 
announcements  in  the  company  of  which  a 
given  advertisement  is  likely  to  appear. 
Familiarity  with  the  advertising  over  a  period 
in  the  publication  concerned  is  usually  a  reli- 
able guide,  and  in  any  case  the  characteristics 
and  class  appeal  of  the  newspaper  or  periodical 
to  be  used  should  be  closely  studied. 
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CHAPTER  IV 


SLOGJNS,  COUPLETS,  JND  JINGLES 


A  REALLY  fine  slogan,  or  "  catch 
■^  *•  phrase,"  is  one  of  the  most  active 
agents  in  publicity  of  all  kinds  for  impressing 
the  minds  of  the  public,  and  presents,  in  itself, 
one  of  the  most  difficult  of  the  copy-writer's 
problems.  It  should  be  short — z  phrase  of 
three  or  four  words  is  the  ideal — ^and  should 
connect  up  unmistakably  with  the  goods  or 
firm  in  connection  with  which  it  has  been 
invented. 

There  are  two  kinds  of  slogans — the  defi- 
nite and  the  indefinite — and  instances  are  on 
record  of  the  success  of  both.  The  definite 
slogan,  however,  is  easily  the  winner  as  a 
"  best  seller  "  of  goods,  and  costs  less  to  make 
widely  known,  due  to  its  completeness  in  an 
advertising  sense.  Obviously  the  phrase,  if 
bound  up  with  the  goods  or  the  name  of  the 
manufacturer,  means  quicker  uptake  by  the 
public,  fixes  itself  more  firmly  in  the  minds  of 
prospective  buyers  of  the  goods,  and  helps 
to  the  logical  climax  of  purchase  without 
hesitation. 

Definite  Slogans 

An  admirable  example  of  a  slogan  at  once 
definite  and  an  incentive  to  action,  is  the  well- 
known  phrase,  "  Get  it  at  Harrods,"  which  is 
used  as  consistently  now  as  when  first  adopted 
years  back.  More  recently  this  has  been 
supplemented  by  a  follow-up,  "  I  must  go  to 
Harrods,"  which,  with  its  personal  phrasing,  is 
almost  equally  good,  and  even  more  immedi- 
ately active  in  suggestion ;  there  is,  however, 
a  fundamental  difference  between  "  going " 
and  "  getting  " — a  visit  to  the  store  does  not 
necessarily  mean  a  purchase. 

Nevertheless,  a  slogan  or  caption  putting 
words  into  the  mouth  of  the  individual  is 
always  a  useful  resource  for  the  copy-writer. 


Commands  to  "  do  this  "  and  "  do  that  "  are 
not  accepted  in  the  same  spirit  by  us  all, 
although  the  phraseology  or  the  attractiveness 
of  the  goods  may  act  as  a  saving  clause  in 
divesting  a  slogan  of  any  element  likely  to 
cause  resentment.  Always  bear  in  mind  that 
the  "  command  "  phrase  is  best  left  out  when 
planning  publicity  appealing  to  the  educated 
classes.  When  the  appeal  is  to  a  mixed  public 
it  is  perfectly  safe,  and  has  been  proved  to  be 
so,  to  use  slogans  of  that  kind,  or  such  "  tags  " 
to  advertisements  as  "  Write  NOW  !  ** 
"  Catch  the  next  post,"  and  so  on. 

Indefinite  Slogans 

Where  such  are  used  the  name  of  the 
advertiser  or  some  definite  identification  of  the 
goods,  should  be  brought  close  to  the  phrase 
so  that  the  information  can  be  absorbed 
simultaneously.  Some  of  those  in  present 
use,  through  sheer  weight  of  publicity,  have 
become  permanently  associated  with  certain 
classes  of  goods.  One  of  the  oldest  is  "  Worth 
a  guinea  a  box  " — used  by  Beecham's  for 
several  decades,  and  on  which  many  thousands 
of  pounds  have  been  spent  to  keep  the  slogan 
alive.  Modern  examples  include  such  phrases, 
as  "  Builds  Bonnie  Babies  "  (Glaxo) ;  "  Keep 
that  Schoolgirl  Complexion "  (Palmolive 
Soap)  ;  "  Look  for  the  Owl  in  the  Window  " 
(Aitchison) ;  "  Masters  the  Hair  "  (Anzora), 
the  last  two  being  chosen  deliberately  as  less 
widely  known,  to  demonstrate  the  need  for  an 
indefinite  slogan  to  be  more  extensively  adver- 
tised than  the  definite,  before  its  connection 
with  the  goods  can  be  registered  in  the  public 
mind  to  the  point  of  automatic  association. 
The  student  should  try  this  out  by  recalling  as 
many  slogans  as  he  can  remember;  then, 
without  reference,  add  the  names  of  the  goods 
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or  firms  they  stand  for.  The  experiment  will 
be  found  interesting,  and,  if  you,  as  an  adver- 
tising student,  cannot  unhesitatingly  identify 
them,  the  result  will  make  clear  to  you  the 
doubtful  prospect  of  success  by  an  average 
member  of  the  public  when  in  the  mood  to 
buy.  It  is  only  the  big  organizations,  adver- 
tising on  a  national  scale,  that  can  afford  to 
neglect  to  make  their  slogans  pull  their  weight 
as  they  would  do  were  their  name  or  that 
of  the  merchandise  included  in  the  phrase 
itself. 

Couplets 

Couplets  and  four-line  jingles  may  be  con- 
sidered the  forerunners  of  the  more  modern 
slogan,  and  some  of  the  best  known  of  these 
are  still  in  use.  Two  of  these  couplets — 
familiar  to  more  than  one  generation — run 
as  follows — 

**  They  come  as  a  boon  and  a  blessing  to  men, 
The  Pickwick,  the  Owl,  and  the  Waverley  Pen." 
«  Welcome  always,  keep  it  handy. 
Grant's  Morella  Cherry  Brandy." 

One  example  of  a  particularly  businesslike 
four-liner  is  worth  mentioning ;  this  is, 
probably,  the  best  issued  in  recent  years — 

"  If  you  like  a  good  cigar. 
Not  too  mild  or  full. 
Try  the  happy  medium, 
'  Flor  de  Dindigul.'  " 

All  three  quotations  have,  no  doubt,  proved 
to  be  "  best  sellers  "  notwithstanding  the  fact 
that  any  attempt  to  trace  results  in  terms  of 
increased  business  would  be  futile ;  persistent 
use  of  such  publicity  is  sufficiently  conclusive 
that  the  advertising  has  made  good.  The 
utility  of  these  concentrated  announcements 
occupying  very  small  space,  which  means  also 
economy  in  cost,  should  be  noted. 

Jingles 

To  illustrate  the  use  of  jingles  on  a  more 
ambitious  scale  the  following  abridged  example 


will  interest  the  student  as  an  instance  of 
appropriate  application.  Jingles  are  particu- 
larly effective  when  the  appeal  is  to  children, 
and  the  idea  of  describing  in  rhyme  the 
Christmas  attractions  of  a  big  department 
store  from  the  kiddies'  point  of  view,  is  sound 
"  selling "  policy^-designed  to  interest  the 
grown-ups  through  the  youngsters. 

The  Invitation  jfccepted 

I  am  a  merry  Jester 

I  don  my  cap  and  the  merry  tinkle  of  the  bells 

Calls  to  you,  my  little  friends,  to  gather  round 

and 
Hear  the  things  of  which  my  jingle  tells — 

A  mammoth  Toy  Carnival  with  wonders  galore 
Heaps  of  new  Toys  such  as  ne'er  seen  before 
Tanks  full  of  Crackers,  Dolls  dark  and  fair 
Comical  playthings  to  cause  you  to  stare 
Surprises  in  thousands,  and  more  to  come  after 
A  host  of  good  things  to  cause  you  great 
laughter. 


We'll  now  see  Aladdin  who  has  treasures  for  all 
His  cave  is  not  tall,  but  you  won't  have  to  crawl 
Go  round  to  the  right  and  the  entrance  you'll  see 
There's  Aladdin!    with  a  welcome  for  you  and 

for  me. 
Now  for  "  Alice  in  Wonderland";  scenes  are 

here  shown 
Which  call  to  your  minds  the  book  read  at  home. 
The  Fairies  now  take  us  through  space  down 

below 
To  the  Japanese  Village — ^a  wonderful  show 
Of  natives  at  work,  and  a  Juggler  too 
Who  will  go  through  his  tricks  for  me  and  for  you. 

Through  the  Eastern  Bazaar  we'll  take  our  way 

A  riot  of  colour,  look  where  you  may. 

Now  come  with  me  two  floors  above 

To  be  amused  in  the  way  you  love  ; 

Punch  and  Judy  Show  free  or  a  Wizard  maybe. 

We'll  see  when  we  get  there  ;  and  then  little 

friends 
I'll  take  my  leave  as  our  pilgrimage  ends. 
Come  again  before  Christmas  and  share  in  the  fun 
There'll  be  still  more  surprises — great  things  to 

come. 


13 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


CHAPTER  V 

TTPES  OF  LJr-OUT  CONSTRUCTION  JND  COPT-IVRITING, 
IFITH  EXPLANATORY  NOTES 


TN  this  section  we  come  to  practical  lessons 
-■-  in  lay-out  construction  and  copy-writing 
based  on  actual  advertisements  selected  delib- 
erately as  typical  examples  of  good  advertising. 
These  have  been  chosen  to  demonstrate  as  far 
as  possible  sound  work  and  the  variations  in 
treatment  each  type  demands — the  widely 
different  lines  on  which  experienced  adver- 
tising men  work  to  secure  a  high  percentage 
of  sales  of  goods,  or  results  in  the  form  of 
inquiries. 

These  "  demonstration  "  types  of  adver- 
tisements cover  most  of  the  "  class  "  proposi- 
tions the  copy-writer  may  have  to  deal  with, 
whether  his  activities  lie  in  the  direction  of 
service  agency  work,  as  advertising  manager, 
or  as  a  free  lance.  In  all  three  spheres  the 
"  reason-why  "  notes  will  be  found  useful  and 
practical  for  general  guidance  in  planning  and 
carrying  out  advertising  schemes  of  real  value 
in  the  direction  of  increasing  business  for  the 
advertiser  whose  money  is  invested  solely  for 
that  purpose. 

The  filling  of  advertising  space  can  be 
made  highly  productive  if  the  matter  used  is 
conscientiously  thought  out  and  presented 
attractively,  or  the  contrary,  according  to  the 
competency  or  otherwise  of  the  person  who 
handles  the  work.  The  value  of  advertising 
space  as  space,  is  nil ;  therefore,  the  responsi- 
bility of  the  ad-man  to  obtain  for  the  client  the 
highest  possible  result  for  expenditure  is  a 
serious  business;  this  point  cannot  be  too 
strongly  emphasized. 

In  restricting  the  following  examples  to 
what  my  experience  endorses  as  efficient 
Press  lay-outs  and  copy  for  the  commodities  or 
services  for  which  they  were  planned  as  sales 
matter,  my  object  is  to  simplify  and  strengthen 
study  on   the   right  lines.    By  absorption  of 


principles  and  plans  which  have  proved 
successful,  the  student  will  be  better  equipped 
for  good  work ;  and  by  applying  these  princi- 
ples and  plans  in  comparison  with  other 
advertisements,  he  will  be  able  to  judge  for 
himself  the  deficiencies  that  go  to  make  up 

advertising  which  may  be  classed  as  "  bad  " 

in  construction  or  copy,  or  both. 

A  demonstration  series  of  poor  advertise- 
ments for  purposes  of  contrast,  in  my  opinion, 
would  be  more  likely  to  confuse  than  help  the 
student.  Sufficient  indication  of  bad  treatment 
of  Press  lay-outs  and  copy  will  be  found 
embodied  in  the  commentatory  text  accom- 
panying the  illustrations,  and  will  serve  as  a 
sure  guide  to  your  discrimination  between 
good  and  bad  salesmanship,  so  far  as  it  con- 
cerns the  advertising  man. 

In  part  three  will  be  found  a  brief  summary 
of  the  more  important  points  to  observe  in 
planning  and  laying  out  booklets,  folders,  and 
catalogues ;  and  in  concluding  this  introduc- 
tion to  a  practical  series  of  lessons  on  Press 
advertisement  construction  I  feel  that  I  can- 
not do  better  than  repeat  my  earlier  remark 
that,  "  The  only  reason  for  the  existence  of  the 
advertisement  copy-writer  is  to  sell  goods — and 
more  goods.** 

Banks 

Amalgamation  of  banking  interests — the 
more  or  less  recent  grouping  of  joint-stock 
banks — has  given  an  impetus  to  the  advertising 
of  both  private  and  commercial  advantages  of 
the  various  operations  undertaken  by  these 
concerns.  The  publicity  gives  much  needed 
and  valuable  information  to  the  private  indi- 
vidual and  small  trader,  hitherto  only  obtain- 
able by  direct  application  to  a  bank  ;  and  to  a 
great  extent,  these  business  facilities  in  financial 


M 


TYPES    OF    LAY-OUT    CONSTRUCTION 


matters  are  a  revelation  to  the  majority  of  the  economy,  and  dispossesses  the  "  man  in  the  street  ** 
public.  The  advertising  has  been  fully  justified  —^^^  the  woman,  too— of  the  idea  that  the  lead- 
by  results,  although  the  publicity  campaigns,  so  ZlrT^'  ^1!^^ vZ^''!!!^T'.S!}L  ^^\S1 
far,  have  not  been  conspicuous  for  the  scale 


moneyed  class.  The   home   safe   affords  a   pomt 

of  contact   that   ultimately  should   lead    to   the 

on  which  they   have  been  carried  out,  with      opening  of  new  accounts,  both  "  current "  and 


one  or  two  exceptions.  A  great 
increase  in  this  class  of  advertising 
seems  likely  in  the  future,  when 
the  new  idea  of  advertising 
banking  on  business  lines  becomes 
better  understood  and  appreciated 
as  a  settled  policy. 

Conservatism — the  mistaken 
conclusion  that  publicity  in  an 
active  sense  must  necessarily  be 
undignified  in  connection  with 
finance — has  been  destroyed  by 
the  inevitable  competition  for 
business  caused  by  centralization 
of  banking  organizations. 

Midland 

The  two  advertisements  shown  are 


HOME  SAFE 


a  •  Mon(  nickd-iilMcd 
bus  ol  coovcniml  tixe  with 
lior 


Haiw  Srfe   ActoaM 
•I 


HkB^iJi 


"  deposit." 

The  illustration  at  top  would  have 
been  cleaner  and  more  effective  with- 
out the  heavy  background — simply 
supported  by  a  decorative  rule  repeat- 
ing that  at  foot.  The  copy  is  to  the 
point,  yet  a  few  words  on  "easy 
saving  "  addressed  to  the  reader  in  an 
opening  paragraph  would  have  been 
an  improvement  —  the  difference 
between  a  "  passive "  and  an 
"  active  "  advertisement. 


or    moK. 
Ike  Vti 


Lloyds 

This  advertisement  is  well  planned 
"'-*'"^  and  dignified.   The  matter  is  par- 

Mi  DLAND   BANK     ticularly  useful  as  propaganda.   The 

suggestion  to  write  for  a  booklet  is  a 

'8^6        Mi^VJSk  contact  effort  on  sound  business  lines . 

The  size  of  type  (12-point)  used  in 
the  original  is  right  for  newspaper 


Acting  at 

EXECUTORS 

AND 

TRUSTEES 


J-ortign  Enterprist^ 
TbeCommcicul  Intelligence  Departmcat  of  the 
Wejtminster  Bank  will  be  pleasetl  to  make  all 
enquiries  abroad  as  to  the  \xa  channels  through 
which  British  merchants  may  enter  foreign  mar- 
kets; also  to  obtain  necessary  information  on  the 
standing  of  possible  clients,  and  on  the  general 
methods  of  doing  business  m  particular  places. 
Customers  of  the  Bank  will  no  doubt 
be  gUd  to  take  adrantage  of 
the  facilities  thus 
oCrcrd 

VESJmUSTEK  BANK  UMTTED 

Ctmmmml  Ultlkfm  .Oiftnmm :  li  Cm^m,  E-Cf 


BANKS: 

It  it  •  miatake  to  tisink  of  «  Bank  it  u 
tnsticutioa  which  exiatt  merely  for  the 
punxMC  of  taking  care  of  depotitors'  money 
and  paying  it  out  on  their  instructioiu. 
Whilit  it  ia  true  that  thia  ii  the  primary 
butinrn  of  a  Bank,  il  <brm*  ooly  a  part  of 
the  dutic*  which  Uoydi  Bank  ia  prepared 
to  perform  for  i(a  cuoomera,  h  il  not  poa. 
•ibk  in  a  ahott  apace  to  enumerate  the  many 
farilittra  the  Bank  offcn,  but  to  anyone 
coolemplaliDt  T'o'^t  an  account  an  te- 
lercadng  book  aolided  "  How  to  oar  a  Bank  " 
wiU  he  tat,  poac  free,  <»  application  to  the 
InionuBoak  iJcpafflBBant 

LLOYDS  BANK 

umno. 

■ma  oatoi  uMDon.  B.C1 


typical  of  the  big  breakaway  from  earlier  ideas  of  this      readers  whilst  travelling — a  point  frequently  over 
class  of  publicity.  That  in  single  column  form  is      looked  by  advertisers, 
addressed  to  a  different  section  of  the  public  from  the 


"  Home  Safe  "  announcement ;  both  are  good.  The 
larger  of  the  two  is  popular  in  appeal,  well  balanced, 
well  set,  informative,  and  businesslike.  It  inculcates 


fVestminster 

An  excellent  example  of  the  modem  trend  of 
financial  publicity. 
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SAVE  6/8  IN  THE  £ 

BUT   YOU*   WISCUM*   ttST 

mmmcr  wmom  um  mr  Mkvr 

■rntUMMM 


MJ^   CATAtjOe'JC  Ma  n  1 


iSl 

VSUAWl-PAliK  ■OTAI.H.W.t* 


SOLID  GOLD  iJKtt. 


^ar^«m  Spaces  -  p^,^,  ba,g^i„  »  ^^,^^„^^  j^  p^^y  ^^^  ^^ 

The  two-inch  single  column  bargain  spaces  the  fact  that  an  assemblage  of  small  "  dis- 
which  have  become  a  feature  in  the  Saturday  played  "  advertisements  appearing  regularly  in 
issues  of  certain  of  the  leading  newspapers,     definite  issues  of  a  publication,  in  itself  forms 

a  "  market "  which  is  closely 
watched  by  those  interested  in 
the  classes  of  goods  such  a  market 
offers;  displayed  advertisements 
of  this  size,  interspersed  amongst 
others  of  much  larger  area,  else- 
where in  the  newspapers,  are 
seldom  equally  successful  in  their 
results. 


DYED  NOW-!rsr 

.!«»— .ti».llUwfiM<  I    ^^ 
•takMfef  mmr  Mmpfum 

•Mrs  oa  iMiimn 
If   vicTOMA  mrc  woMu. 

11      P»»t.*.  WOTTUIOHi^ 


TARTANJSFASHro 

•«r     ALL    wool' 

TAITAN  n.TS 

•  IIIIAM*  NKWi 
rwa*Ml  1  tTMa  «£U  aMM 


comjui]JJc».ijML, 

'  M*.  O^fari  ana.  W  I 


d     AMD  THB  COMFORTAau 

y-EASY   CHAIR 

wax  ■■  blLivKBco  rVBK 


FLOOR  COYERmC 


Gov0mm»Ht  Sarpltu 

3,500 
UAL  AIMT  FYJAMAS 

JOHN   ANDCRaom, 

M-i*T.  AfBt.  ikMi,  Oil  111  ■.  ca 


^^gjisyan?;. 

•■t1H.IUHl.LC4t«l»«.<»<fc.»J 


RACER 


soiorcSLSiirio 


1....^ 


lia  PATDIT  COAL  MANTU  00 
•Omt.  MM.  tit.  W     i^t  ll   I    ,  «.l 


65'-H33 


a  wnxwsoN.  ©rsMf: 


HAND    AND    BREAST 

DRILLS 

NAMI  MMA.  ttm.  t  <m. 


"  trying  out  "  new  mail 


afford  a  means  of 

order  propositions  in  a  small  way.  The 
advertising  appearing  amongst  others  occupy- 
ing equal  space  calls  for  considerable  ingenuity 
in  the  effort  to  secure  predominance.  Un- 
doubtedly such  success  as  has  been  attained  by 


Tfif  Group  Reviewed 

The  group  of  two-inch  single 
column  spaces  adopted  for  illustration 
here  is  typical.  The  fifteen  examples 
are  good  of  their  kind,  and  are  effec- 
tively displayed.  In  each  case  the 
class  of  goods  is  seen  at  a  glance, 
and  nearly  all  include  the  fullest  poss- 
ible particulars  in  the  small  space 
available.  The  dominant  advertise- 
ment —  conveying  the  quickest 
message  — is  "6  BLANKETS  — 
20S."  This  is  a  good  instance  of 
restrained  use  of  white  letters  on  a 
black  ground.  Contrast  this  with  the 
floor  covering  announcement  in 
which  the  second  line — "  750  rolls 
only  "  is  sufficient  to  cause  crowd- 
ing ;  this  line  would  have  been 
more  effective  if  black  on  white. 
The  "  ALLWIN  "  advertisement  in 
centre  at  foot  illustrates  on  a  small 
scale  the  larger  space  effect  by 
omission  of  a  border,  and  use  of 
white  space.  Note  that  all  include 
blocks — illustrations  or  drawn  letter- 
ing^-or  both,  with  one  exception  ; 
even  this  (Anderson's)  by  contrast  becomes  a 
good  advertisement  in  this  class.  A  point  to 
remember  is  that  black  letters  on  white  rather  than 
the  reverse  is  always  the  safe  plan  to  ensure  clear 
printing  in  newspapers  with  big  circulations. 

The  "market"  idea  in  "drapery"  advertising 
has  been  for  years  a  regular  feature  of  the  Monday 


£2 : 2  '^^^ 

Owiaca   L'im*m»m4   ^ 

ta  tatij.  ^Mot  to 
•«i«M«Mi  iMMT  to 

tw«n  la  ^k«  Www. 

iwiiiwiimiwiiiiniiiM  III 


some  of  the  lesser  known  advertisers  in  these     and  Tuesday  issues  of  the  great  London  dailies. 
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BeerSy  WtneSy  and  Spirits 

Well-known  brands  of  beers  and  whiskies 
are  now  more  widely  advertised  than  ever 
before.  Large  spaces  are  the  rule  rather  than 
the  exception.  The  advertising  of  alcoholic 
drinks  may  be  classed  generally  as  mere 
publicity,  i.e.  purely  efforts  to  keep  the  brand 
name  well  before  the  public.  Competition  is 
exceptionally   keen    and,    failing    descriptive 


matter  sufficiently  individual  in  character  to 
define  the  reasons  why  such-and-such  a  beer 
or  whisky  should  be  preferred,  beyond  the 
more  or  less  obvious  points,  many  of  which 
can  be  applied  to  most  of  these  propositions, 
the  copy-writer  or  ideas  man  has  to  fall  back 
on  extraneous  subject  matter.  Humorous 
sketches  and  versifying  of  various  degrees  of 
merit  are  at  the  moment  the  vogue ;  the 
whole  point  is  to  secure  publicity  in  the  face 
of  heavy  competition  rather  than  to  sell  by 
merit.  Wines  are  in  a  different  category ;  the 
appeal  is  more  limited  and  the  advertising  on 
less  popular  lines  than  that  of  either  beers  or 
spirits. 

Gilbey 

^      A   good   example   of  modern   commercial  art 
adapted  without  being  ugly  or  too  aggressive  in 


character.  The  subject,  admittedly,  does  not  lend 
itself  to  copy  of  absorbing  interest  yet  a  more 
active  appeal  could  have  been  made,  such  as  an 
allusion  to  "  great  demand "  or  alternatively,  a 
line  "  Next  time,  try  a  bottle  of  Gilbey's,"  or 
some  active  selling  phrase. 

Keystone  Burgundy  {Page  18) 

Remarkable  for  its  businesslike  lay-out  and  free 
gift  offer,  as  well  as  strength  of  copy.  Omission  of 
the  wavy  line  inside  border  would  give  added 
prominence  to  the  part  that  counts  most  in  this 
advt. — the  copy. 

yohnnie  Walker 

Another  whisky  advt. — selected  from  a  fine  series. 
The  drawing  is  further  evidence  of  the  growing 
appreciation  of  the  best  art  work  for  advertising 
purposes.   General  publicity  is  the  main  policy  of 


Aarw  itio- 


Uill  ^vmf  Simif  t 


PMBROIOERINC,  OIK  <s(  iKc  oldcv  am. 
wt%  ikilfully  pnoiicd  It  the  Ease  o^if 
ccMuf m  •  c  The  higfc  vujnmcMi  of  cui, 
lew*,  iot  tiutancT.  wee  CKemplitied  m  nchly 
emoroijered  lufig>n^«  for   Sok>in.>n'i  Temple 

Emhroiderin^  mns  known  <n  EngUod  in  Ajiglo- 
SaKon  days,  when  rtie  leiiivil  nbe*  of  Edmd 
the  Conlcwor  were  etnbrt>iderc4  by  lut 
Edith 

la  (he  ■(III  ctmyrf  ipeoal  embroAwn  acre 
MiichciJ  10  royal  aiij  noble  kouaeholda. 

Queen  EJiuhcih.  who   ineorporaicd  an  Eai- 
broideren'    G>inpany,    inj    Mary    Queen 
Scoii  were  hoch  .killed  ••\  emhroidenng 


IWe  of  Producbon  ii  the  Stimulus  of  True  Cnfbmaiifiap 
— hetioc  die  Superiotity  of  ■•Johnnw  Walker." 


lOHM     WALKEII     •     ^NS.     LTD       Scotcn     Waiuv     DittiLiiaf      KILMaHtlOCK      SCOILAHD 

this  series.  Note :  In  "  Johnnie  Walker  "  advertise- 
ments the  word  "  whisky  "  is  never  set  in  displayed 
type — the  firm's  consistent  practice. 
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De  Kuyper*s  Hollands 

Illustrating  excellent  use  of  limited 
space — three  inch  single  column.  Bold 
display  "  reason  why "  advertising. 
The  spirit  sold  under  this  name  has  a 
unique  reputation  medicinally.  Its  ex- 
ceptional qualities  have  received  world- 
wide recognition  for  a  great  number  of 
years  ;  a  remarkable  example  of  sales 
maintenance  at  comparatively  small 
advertising  cost. 


'Jameion 

A  story  told  at  a  glance.  The  power- 
ful selling  point  is  "  put  across  "  simply 
and  forcefully;  publicity  with  a"punch.'* 

The  student  should  note  that  the 
advertisement  below  was  consistently 
followed  up  by  others  planned  on  simi- 
lar lines  embodying  the  same  idea,  yet 
with  sufficient  change  in  the  grouping 
of  the  figures  to  distinguish  each  drawing 
from    others    put    out   in    the  series ; 


N©ir  A  |g>^©^ 

OS  s©iLP  irona  oirs 

WS^  VgAIgS  ©0.1^ 

wBaomiiif 


® 


WL.  A.^  X^  .  •  .1.  i  X.  r-  L. 
U>  .a  L.~i  A.  HOPS  .Jl  U  »^  U 
pJ-it  K^immJLX^  EXCELLENTLY 
nXE  ^  b  p>I.J  I.  X.  U.^  J  X^ 
AL  OJ.  ..^  .i.  k».  X.  CU_.     BAiS 

A  GOOD  WORD  FOR  EVERYBODY 

BASS 

▲ 


Bass 

Publicity  of  a  high  order  ;  one 
of  a  series.  The  subject  of  the 
illustration  is  artistically  and  histor- 
ically attractive  and  indicates  at  a 
glance  antiquity  of  establishment. 
A  clean-cut  lay-out,  a  plain  state- 
ment, and  an  excellent  slogan. 


JOHN     JAMISON     •      SON      EIMITI*     •■•UN 


71(  Wmt  </  QUAUTY 

Keystone 

^^  BURGUNDY 


suicsi-— — 


{See  page  17) 
18 


consecutive  advertisements  differ- 
ent yet  recognized  at  a  glance  as  the 
same  proposition.  It  is  the  definite 
plan  that  carries  the  most  weight 
in  an  extended  advertising  cam- 
paign. This  series  was,  no  doubt, 
successful,  although  impossible  to 
trace  results. 
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Builders  reputation  for  carrying  out  contracts  efficiently 

From   the    copy-writing  angle   the    main     "  according  to  plan,"  and  the  equally  impor- 

channel   for  securing  contracts  for  building     tant  factor  of  service  ensuring  completion  to 


construction  and  reconstruction,  building 
materials,  etc.,  is  Press  advertising  in  the  trade 
journals,  booklets,  and  form  letters  for  sending 
out  in  reply  to  inquiries.  The  point  to 
remember  is  that  the  choice  of  builder,  and 
the  materials  to  be  employed,  rests  chiefly 
with  the  architect  and  the  surveyor.  There- 
fore, it  is  to  these  the  appeal  must  be  directed, 
not  to  the  general  public.  The  architect 
includes  in  his  specification  such  materials  as 
he  considers  most  suitable  for  carrying  out 
his  designs  successfully;  he  is,  therefore,  in  a 
position  to  influence  orders.  The  advertising, 
being  based  on  lines  to  interest  professional  men, 
must  be  restrained;  elementary  talk,  which 
might  be  illuminating  to  the  layman,  must  be 


time,  are  the  obvious  levers  to  get  into  con- 
tact with   the  architect.     In  the   matter  of 


Ptmrtio 


V  mUCMTION  d  t^ywut  I 

^k  •      TW  torf  M.  rf      P.fc     ••«.  i  .   P     ii     ..  A.  Wtw— •   ML  M* 

«>  ^  4fc  d           I      I  I  mmm  .«h»  IW  Ato  .>.  aA  I.  Mi    |ikM   ^  <^ 

(Wm.    (.rf  rfw  *.       rf  A*  I  II         I*    I^Ah.  ttmt  .   i>         II  .1  h.  1^. 


PUIXO    - 

MAND 
CEMENT  WATEItnKX>FEa 


building  materials  a  plain  statement  of  the  good 
points— quality,  durability,  and  so  forth — 
should  be  adhered  to,  if  possible  backed  up  by 
testimony  from  actual  users  and  results  of 
tests  endorsing  the  claims  made  in  the  advertise- 
ments. 

The  illustrations  shown  are  examples  of  dignity 

and  right  appeal  to  the  man  who  matters — the 

architect.  The  attention  of  the  student  is  drawn 

particularly  to  the  PuJlo  full  page,  in  which  interest 

is  first  created  by  a  design  of  classical  type — an 

artistic  and  delicate  line  drawing  to  attract  the 

attention  of  the  educated,  which  naturally  applies 

to  those  forming  the  architectural  profession.  The 

copy  opens  with  an   interesting   allusion   to  an 

•    1        L-_     P   "U      »  fc  ancient  custom ;   the  transition  to  the  real  subject 

.        J  I    1        !•      •/>   J    •  »  P    "      of  the  advertisement  is,  however,  rather  too  abrupt 

ticularly,  should   be   dignified   in   treatment.      ^  jgad  smoothly.  The  connection  between  the 

Past  achievements,  and  the  builder's  known      story  and  the  cement  is  somewhat  strained,  but  if 
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Tfmples 

of  ibe  Khram 


—  c— i-i.  .  t-<  >,  >»  .^  .    nil  III  |.t».^Z.  ^ 

•_»T  'k<r  W  ar-^.*..!,  I  II,       i,     WW  .il  km  | ,   MM  at  Ik 


la «  r  •-wh «^  |M«|  few ariM«     — ' — I  '      ■        .    Ill     J 

JOHN  LAING&SON  LTD 

ALSO  AT  CARLISLe    LIVERPOOL  «<  CArBTfR 


1  •  VI  ■\.^i,"*i»>(HM|iM,"1i 


a 


'Wj^Wt^^Pr**!^  • 


it  induces  those  who  are  in  a  position  to  specify 
PuJ/o  to  read  the  copy  through — and  act — the  plan 
of  attack  is  justified.  Each  advertisement 
included  here  is  practically  perfect  in  lay-out 
and  approach. 


Building  Societies 

Post-war  conditions  having  given 
a  great  forward  movenient  to  house 
purchase,  chiefly  through  the  difficulty 
of  securing  premises  for  rental,  advertis- 
ing in  this  section  has  become  extra- 
ordinarily active  as  compared  with  that 
of  a  decade  ago.  Most  of  the  leading 
building  societies  have  entered  the  arena, 
partly  through  recognition  of  the  oppor- 
tunity for  big  business,  and  partly  through 
sheer  competition.  The  publicity  gener- 
ally emphasizes  points  which  in  the  past 
have  been  available  only  by  direct 
inquiry    on    independent    lines.    Until 


recent  years  the  public  has  been  more  or 
less  kept  in  ignorance  of  the  contact  point  for 
obtaining  the  required  information,  owing  to 
absence  of  publicity.  For  approaching  investors 
and  intending  house  buyers  the  building  society 
proposition  is  strong  in  points  which  give  the 
copy-writer  interesting  material  of  the  right 
kind  for  a  successful  appeal.  The  opening  for 
eriergetic,  convincing  copy  is  an  unusually 
wide  one. 

Mbey  Road  and  Woolwich  Equitable 
{compared) 

The  first  is  planned  on  quite  up-to-date  lines 
yet  lacks  the  quality  of  readability  contained  in  the 
latter,  which  is  the  stronger  by  the  inclusion  of  an 
inquiry — drawing  trouble  saver — the  coupon  at  foot. 
Both  are  effective  advertisements,  and  both  are 
directed  to  the  same  end — investment.  The  sketch 
of  money  bags  introduced  in  the  first  is  a  good 
interpretation  of  the  5  per  cent  point,  although 
the  size  of  the  bag  represented  in  silhouette— as 
Mark  Twain  remarked  concerning  the  premature 
report  of  his  death — ^is  "  grossly  exaggerated." 
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Cigarettes  and  Cigars 

Notwithstanding  the  keen  competition  in 
cigarette  advertising,  on  which  enormous  sums 
are  spent  annually,  few  propositions  rely  upon 
solid  selling  talk  for  maintaining  and  increas- 
ing sales.  It  is  no  use  being  hypercritical,  and 
declaring  dogmatically  that  humorous  sketches, 
coupon  schemes,  and  so  forth,  do  not  sell  the 
goods — they  do!  Weight  of  publicity  is, 
however,  the  principal  lever  plus  the  extra 
inducements  in  the  shape  of  "  stifFeners  " — 
known  amongst  the  younger  generation  as 
*'  fag  cards."  A  fact  that  has  been  demon- 
strated to  the  writer  also  proves  that  the 
average  cigarette  smoker  is  easily  persuaded  to 
test  new  brands.  In  such  cases  the  advertising 
in  the  Press,  at  the  launching  of  the  campaign, 


Have  you  heard  this  antt 
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Three  Threes 

One  of  a  very  popular  series.  The  slogan  "  a 
good  story  and  a  good  cigarette  are  worth  repeat- 
ing "  is  a  "  seller." 


dominates,  for  the  time  being,  that  of  compet- 
ing lines,  in  a  big  effort  to  force  a  place  in  an 
overcrowded  market.    By  the  offer  of  bonuses 


He  knows  good  tobacco  leaf 


Jim  Plomcr  $ay$t 


We  tend  home  iomethiiv  RtUr  ezceptiaaal 
in  the  wiy  of  good  totacco  leaf.  I  know 
beonoe  it's  my  iob  to  know.  And  I  know 
that  tins  it  the  kind  boi^fat  by  the  maken  of 

Mitdtdti 
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CItf  ARETTBf 

10  for^" 

w  hr  i^.  art  h  iiryiBil  ibi-yi|D,>/^Mste«l 
tela  MM!  # »«.  a»«  a.«rf^«,hMW  Tili.  e^  WC>«»aa.  WMX.  ta 


Prize  Crop 

An  arresting  picture  and  good  selling  talk.  Both 
sketch  and  copy  are  excellent;  the  latter  brief, 
and  to  the  point. 

or  some  other  special  inducement,  retailers  are 
persuaded  to  carry  the  new  brand.  Aggressive 
publicity  is  followed  by  a  good  demand ; 
stocks  are  increased ;  the  new  line  seems 
established.  Sooner  or  later,  another  cigarette 
is  boosted  in  the  advertising  columns  of  the 
Press,  causing  stocks  of  the  brand  last  marketed 
to  become  slow  in  movement.  The  process  is 
repeated  j  the  latest  and  most  widely  adver- 
tised cigarette  is  always  certain  of  a  temporary 
if  not  a  permanent  demand.  The  pipe  smoker, 
on  the  other  hand,  is  not  easily  turned  from 
his    favourite   brand   of    tobacco,    which    is 
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probably  the  reason  why  there  is  less  competi-     client  whose  publicity  you  are  planning.   A 
tive  publicity  in  that  direction.  reasonable  acquaintance  with  the  points  that 

In  these  circumstances  it  is  somewhat  diffi-  appeal  to  the  cigar  smoker  is  sufficient  when 
cult  to  advise  the  copy-writer  handling  cigar-  the  proposition  is  in  connection  with  the 
ette  advertising,  except  to  suggest  that  stability     cheaper  brands.    In  a  general  way  humour  in 

cigar  publicity  is  out  of  place. 


De  Res7.ke 

Well  planned  lay-out.  The  sketch  is  excellent 
but  the  copy  does  not  ring  true  ;  doubtful  whether 
any  woman  would  worry  her  head  about  possible 
sand  in  tobacco,  or  men  either.  A  better  opening 
would  have  been  the  question  "  Why  are  these 
cigarettes  so  delightful  ?  "  The  reply  could  then 
mention  the  brand  and  the  absence  of  sand. 
Quality  is  finely  suggested  for  a  cigarette  sold  at  a 
popular  price.  The  invitation  to  call  and  test  these 
or  higher  priced  goods  "  as  a  guest  "  is  both  nicely 
put  and  sound  salesmanship. 


TYPES    OF    LAY-OUT    CONSTRUCTION 


The  Tnith  about  Sand  in 
Tobacco 


DE  RESZKE 

Virginias 

TWENTY  A  SHILLING 

mm  w  ■it^--m^ 


in  sales  is  more  likely  to  be  attained  by  steady 
advertising  on  quality  lines;  competitions  for 
prizes,  once  instituted,  can  seldom  be  dis- 
continued without  serious  decline  in  consumer 
demand. 

The  advertising  of  cigars  needs  entirely 
different  treatment  to  that  of  either  tobacco  or 
cigarettes.  The  appeal  being  to  the  better 
educated  or  "  moneyed "  classes,  the  copy 
must  be  very  carefully  considered.  If  you  arc 
a  cigar  smoker  yourself  you  will  realize  that 
usually  the  best  known  and  expensive  brands 
need  no  introduction  to  the  clubman  or  similar 
type  of  smoker.  If  your  knowledge  of  the 
subject  generally  is  weak  get  the  matter  you 
write  endorsed,  either  by  someone  who  is 
^miliar  with  the  leading  brands  or  by  the 
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A  change 
to  Kensitas 
will  stop 
that 

smokers' 
cough,  Sir 

•"it's  umply  betamt 
fbe  tobacco's  so 
imfimitely  better , . .  • 


KEN5ITAS 

TBI    BITTIK    CICAKBTTB 

10  for  & 
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Kensitas 

Another  **  quality  "  advt.  The  sketch  is  good, 
also  the  copy.  The  lay-out  lacks  cohesion,  and 
the  name  of  the  familiar  figure — Jenkins — \s 
conspicuous  by  its  absence  ! 
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CIGARETTES     OF     A     GENTLEMAN 

fresh  -  from  -the  -  makers  -at-  wholesale  -  prices 

Mvtnj  you  5/-  to  71-  m  the  £l 
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Rothman*s 

A  full  page  well  worth  very 
careful  study:  {a)  finely  balanced, 
(S)  clear  arrangement  of  selling 
lines,  (r)  comprehensiveness, 
(</)  bold  offer  to  refund  money 
in  full '\i  the  cigarettes  or  tobacco 
are  not  approved  after  actual 
test.  A  fine,  dignified,  high-class 
advertisement  on  mail  -  order 
lines  for  a  firm  of  high 
standing. 

Tobacconists*  Sundries 

With  the  exception  of 
pipes,  of  which  several  lines 
are  marketed  under  "  brand  " 
names,  tobacconists'  "  fancy" 
goods  do  not  lend  themselves 
to  profitable  advertising.  As 
seasonable  presents,  however 
— at  Christmas,  for  instance 
— the  more  expensive  cigar 
and  cigarette  cases,  smokers' 
cabinets,  etc.,  may  be  in- 
cluded to  advantage  in  news- 
paper publicity,  on  "cata- 
logue" lines,  i.e.  several 
articles  in  the  same  adver- 
tisement to  justify  cost  by 
results. 

Confectionery 

Purity   of  ingredients   and   cleanliness   in  generously  for  family  consumption.    All  four 

manufacture  are  safe  lines  on  which  to  base  angles  of  approach  are  good  for  inclusion  in 

your  copy.    Your  appeal  in  this  class  of  adver-  one  and  the  same  scheme  by  selecting  the  type 

tising  is  a  particularly  wide  one.    You  can  of  copy  to  suit  the  publication  in  which  the 

approach  your  subject  from  a  general  angle  or  advertisement  is  to  appear.    For  instance,  an 

restrict  it  to  copy  written  solely  to  interest  the  appeal  to  men  folk  would  not  be  suitable  for 

youngsters    of  both   sexes,   and   thus   create  insertion  in  periodicals  mainly  of  interest  to 

sales  indirectly  through  the  children.     You  women.    Copy  addressed  to  women  or  children 

can  direct  your  aim,  alternatively,  to  secure  or  both,  is  most  appropriate  for  these,  and 

consumer-demand     from     the     women — the  a  still  wider  field  is  available  in  the  domestic 

mothers  and  aunties — or  the  men — the  fathers  pages  of  the  great  dailies,  weeklies,  and  the 

and  uncles,  the  last  being  an  appeal  to  buy  monthly  magazines.    A  general  invitation  to 
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purchase,  whether  through  retailers  or  other- 
wise, is  best  placed  in  the  general  advertising 
columns  of  newspapers. 


TYPES    OF    LAY-OUT    CONSTRUCTION 
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Space  does  not  admit  of  the  inclusion  of 
more  than  two  examples  of  confectionery 
advertising,  but,  equally  with  chocolates,  toffee 
is  a  subject  that  admits  of  interesting  copy. 
The  two  confections — fancy  chocolates  and 
toffees — dominate  in  the  Press  advertising 
in  this  section  owing  to  their  extremely  wide 
appeal  and  the  possibility  of  creating  sufficient 
demand,  when  sold  under  branded  names,  to 
make  the  expense  involved  in  advertising 
worth  while.  The  main  points  to  observe,  if 
your  copy  concerns  the  selling  of  toffee  are — 
smoothness,  flavour,  and,  if  the  brand  is 
manufactured  for  popular  consumption,  the  all- 
important  one  of  price.  Other  useful  points 
would  be,  daintiness  of  packages  or  cartons, 
handy  sizes  of  units  for  convenience  in  eat- 
ing the  sweetmeat,  and  so  on,  according  to  the 
facts  of  the  proposition  you  have  to  deal  with. 
Next  to  chocolates  and  toffees,  caramels  are 
perhaps  the  most  widely  advertised  sweetmeat; 


Clarnico  Caramels  stand  out  as  the  leading 
example,  at  the  moment. 

In  a  general  way  confectionery  is  one  of  the 
most  difficult  propositions  to  advertise  profit- 
ably. In  both  cases  the  firms  from  whose 
Press  publicity  I  have  selected  examples,  are 
of  national  importance  with  a  quality  reputa- 
tion extending  over  many  years.  Less  well- 
known  trading  concerns  would  meet  with 
almost  insuperable  difficulties  in  attempting  to 
create  adequate  demand  sufficient  to  justify 
advertising  on  the  scale  adopted  by  Lyons 
or  Rowntree's,  and  such  an  ill-advised  course 
with  its  serious  capital  risk  would  deliberately 
court  failure  with  a  market  held  so  strongly  by 
such  long-established  organizations  as  those 
referred  to,  and  certain  others.  That  it  is 
possible  to  build  up  a  huge  business  by  starting 
with  small  advertisements  has  been  proved  in 
the  case  of  Mackintosh's  Toffee,  but  such 
successes  are  few  and  far  between. 

Lyons 

This  whole-page  from  one  of  the  high-class 
weeklies  depends  upon  linking  up  the  goods  with 
an  outstanding  example  of  British  .^rt ;  it  is  one  of 
a  series.  The  parallel  between  Gainsborough's 
famous  portrait  of  Mrs.  Siddons  and  a  sweetmeat 
is  somewhat  strained,  although  the  device  of 
attraction  in  this  way  is  frequently  resorted  to. 
The  connection,  however,  would  have  been  more 
legitimate  had  copies  of  the  picture  been  offered  to 
purchasers  of  the  goods,  or  some  scheme  evolved 
on  lines  less  weak  than  this  scries  of  so-called 
"  Perfections  in  Parallel."  The  advertisement  is 
included  here  as  an  example  of  pleasing  lay-out 
and  effective  illustration.  The  general  effect  would 
have  been  improved  by  centring  the  drawn  lettering 
beneath  the  picture,  with  the  t>'peset  panel  below  ; 
balance  with  the  indented  matter  underneath  the 
heading  at  top  would  have  resulted. 

Rmvntree^s 

Well  planned  and  well  displayed,  this  reduced 
copy  of  a  whole  triple  column  is  worth  careful  study. 
The  gift  casket  scheme  is  based  on  similar  cam- 
paigns in  the  past ;  continuance  of  this  policy  is 
endorsement  of  earlier  successes  in  increasing 
business  on  these  lines. 


24 


Rowntree^s 

NEW 

Gift  Casket 

FREE  to  users  of  Roumtree's  Cocoa 
imd  Rmmtree's  Tabk  Jetties 


tl    Mull  >fc*tw>. 


TWO 

LAYERS 

of 

Chocolates 

and 

Confectionery 


The  Health-Giving   Value  of  Rowntiee't    Cocoa 

Cocot  ta  w  widely  tccogniMd  u  a  •pedillT  vtluibk  hnldi 
iged  Ml  it  it  oRm  uwd  at  n  imponant  caaidniau  is 
•MMlvt  Nerve  Foodi. 

Tneic  k  no  coco*  to  beat  Romtrce'i  in  quality  and  diatinctivc 
"vour.  BothdiildRn  and  aduln  bcj>efit  trom  in  nouruhinf 
and  h«lthfMa(  ffopeitki.  " 

The  Splendid  Fruit  FIa%'our« 
of  Rowntree'a  Jellie* 


RowiitT««'<    Table    Jclllet    are 
flarourcd  with  the  aanie  fine  tniH 


Che  OTfU.  Y<M  of  amSon 
htvt  nufhl  RowMnc'i  hov  cs 
main  dM  debcMe  (wiw  of  hcA 
Ifttfe;  andlne  wiac  tvifeoi  flavoun 
puMklu  cotmnt  wrpriac  to  thoae 
acniaiiied  to  just  the  ordiiurr 
liii«do«jeilT. 


ONLY  ^ 
COUPONS 


*I  tarfMV  Off  C«tK. 


OK  BfiC'rm*.  |lv>i 


The    Special   Vahie   of   the   FREE   Gift   Casket 

Ncc  ooIt  la  ihne  a  iHiaoaa  iwiiiwiiii  o(  chocolates  and 
a)i>laaknnTfeiihat«ola|aLa<riao«Babaii«Lbw  the  richly 
enaaaelbd  iliaigi  of  the  ca*ct  b  caopikiBallT  ttnking  and 
AKaaOfit.  Oreo,  k  makn  a  charmmit  bonboonleie  oc  laaat 
dlrfi;^nd.ittiayR(ul  "knick-knack  bogt~  long  ttta  you 
have  enfold  the  coweim. 

Rowntree's  Cocoa 
and  Table  Jellies 

both  contain  Coupons  for  FREE  Gift  Casket 


Co-operative  Advertising 

Co-operation  in  publicity,  financed  by  a 
pooling  of  contributions  from  manufacturers 
or  retailers,  or  both,  of  certain  classes  of  goods, 
has  been  justified  by  results,  where  such 
schemes  have  been  supported  by  the  majority 
of  sectional  traders  interested.  The  benefits 
are  mutual  and  the  unit  cost  negligible,  yet  the 
greatest  difficulty  is  experienced  in  securing 
unanimity.    A  very  few  words  will  explain 


Quality  Street 

Aajrbody  en  go  Into  Regent  Scrcrt.  An>i»dy  but  not  anjihlivt 
The  rimpa  of  Regent  Street  aeoa  to  be  ahut  to  evei>ihkw 
which  li  coaiMn  and  dijl  and  nean.  Behind  die  plate-glass 
•Indowa  of  Regent  Street  K  k  a  gafden  M  oT  8owets  but 
wiftout  weeds.  And  At,  wukei  Rcfent  Street  the  street  of 
5treet»-in  London-bi  Einope  l«elf,  for  the  buylk«  ofgjfti. 
Especially  when  jdu  ronsldrr  further  that  Regent  S(k«(  k 
aKiyt  ■erciliil  to  moderate  neaiHL 

REGENT  STREET 

THE  FIRST  STREET  OT  tVROPB 

One  of  a  Series — Excellent 


how  easily,  for  instance,  a  ;^io,ooo  yearly 
campaign  is  made  possible.  This  amount  can, 
for  example,  be  raised  by  annual  individual  sub- 
scriptions from  2,000  co-operators  on  a  basis  of 
;^5  each — called  in,  if  necessary,  at  the  rate  of 
twenty-five  shillings  quarterly — a  commitment 
of  the  paltry  sum  of  about  two  shillings  weekly! 
To  secure  success  continuous  publicity  over  a 
number  of  years  is  advisable;  short  or  spas- 
modic campaigns  in  this  class,  as,  for  the  matter 
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of  that,  in  any  other  important  advertising 
scheme,  are  wasted  effort. 

The  idea  behind  co-operative  advertising 
is  to  create  a  general  demand  for  certain 
merchandise  so  that  all  may  benefit.  It  is 
obviously  impossible  to  shut  out  non-subscribers 
from  receiving  advantage,  and  for  this  reason 
every  effort  must  be  made  by  the  organizers  to 
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EAT  Applet  plentifully,  you  can't  hav«  too 
many  (moit  people  eat  loo  few.)  One  a  day 
k  the  leau  you  (houU  have.  For  ripe  Applet 
M«  more  than  a  delightful  refreshment.  They 
an  Naturc'i  pkaiant  corrective.  They  helped 
M  keep  men  healthy  before  ever  doctort  were 
known.  Good  for  the  blood,  good  for  the 
teeth  and  gumt,  they  build  health  for  you 
white  yott  tapy  their  deliciout  wholesomcneit. 
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|i#  '         AND  KEEP  FIT 
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wChpam 


Fruit 


A  good  example  of  co-operative  effort  to  increase 


demand — strong  in  illustration,  forceful 
why  "  copy,  and  modern  in  treatment. 


reason 


rope  in  as  many  concerns  in  the  trade  as 
possible ;  apathy  and  indifference  to  their  own 
interests  when  others  also  are  likely  to  benefit 
are  at  present  the  stumbling  blocks  met  with 
in  co-operative  publicity  schemes.  Experience, 
however,  proves  that  others  eventually  join  the 


movement  if  sufficient  subscribers  are  enrolled 
to  start  a  campaign.  When  the  publicity  is  an 
accomplished  fact  diplomatic  approach  on  the 
score  of  equity  is  a  useful  lever.  Where  the 
size  of  businesses  trading  in  the  same  classes  of 
goods  varies  considerably,  subscriptions  can  be 
arranged  on  a  sliding  scale,  smaller  organiza- 
tions coming  in  at  a  lower  rate. 


FIRES  OF  TRADE 

Cut  productioa  coiu  and  industry 
will  pfXMper.  Eradicate  waste  and  ihc 
fire*  of  trade  will  revive.  That  it  why 
gas  M  an  industrial  fuel  make*  Cut 
progress.  Overhead  charges  drop 
wbm  gas  is  used,  because  it  climin- 
atet  nnprodnctive  stoking,  cliakcring 
and  remoring  ashes ;  saves  space  for 
AkI  storage ;  is  quick  in  action  and 
saves  time;  is  uniform  in  working 
and  reduces  "spoils."  The  manufaa- 
urer  who  utet  gas  substitutes  certainty 
for  doubt  — certainty  of  results  and 
of  higher  aad  better  production. 

GAS 

The  Servant  of  Progress 
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Gas 

One  of  a  fine  series — a  continuous  campaign 
which  has  completely  vindicated  the  power  of 
"  selling  "  by  advertising.  Distinguished  by  dignity 
of  presentment ;  appreciation  of  the  value  of  white 
space,  and  a  full  story  convincingly  written. 
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Department  Stores 

This  section  is  dealt  with  at  some  length  in 
the  chapter  on  the  advertising  manager  and 
his  work,  and  the  points  referred  to  in  the 
introduction    to    demonstration    examples   of 
retail    drapery    adver- 
tising    are     applicable 
generally  to  the  subject 
heading    this    section. 
Department     store 
advertising,     however, 
gives  an  opportunity  for 
more  variety  both  insell- 
ing  lines  and  captions. 
The  copy-writing  por- 
tion of  the  advertise- 
ments   can    be    given 
importance     commen- 
surate with  the  standing 
of  the  store  as  a  centre 
for    distributing    mer- 
chandise    of     widely 
differing  classes   of 
goods.       Apart     from 
seasonal  sale  periods  the 
varying  interests  of  a 
departmental  nature,  as 
well   as   those    of  the 
store  as  a  whole,  afford 
opportunity     for    sus- 
tained sales  effort  lack- 
ing   in    the    "  general 
drapery  "  proposition. 

The  rapid  develop- 
ment of  retail  trading 
on  "  department  store  " 


advertising  rather  than  the  still  wider  field 
open  to  them  if  they  obtain  a  position  with  one 
of  the  advertising  service  agencies  handling 
accounts  covering  a  variety  of  "  general  "  pro- 
positions needing  entirely  different  treatment. 


Pont 


A  three-quarter  page  advertisement  in  an  evening  newspaper ;  a  sound 
and  typical  example  of  "  one  section  "  advertising  put  out  by  depart- 
ment stores.  The  grouping  of  garments  at  three  distinct  prices  is 
excellently  carried  out,  and  the  items  dearly  arranged  for  easy  reference. 


lines  will,  no  doubt,  in  the  future,  absorb  a  Concentration  on  department  store  pub- 
larger  proportion  of  advertising  students,  as  licity  with  its  infinite  detail  is  an  excellent 
they  become  proficient,  than  any  other  section  training  in  itself,  and  gives  the  student 
of  trade.  The  following  survey  of  the  right  or  "  improver  "  an  insight  into  matters  con- 
methods  of  lay-out  construction  when  planning  nected  with  many  classes  of  merchandise 
advertisements  for  large  retail  distributing  — valuable  information  which  is  sure  to  be  of 
houses  will  be  of  value  to  those  students  who  practical  use  should  he  at  any  time  quit 
find  their  bent  lies  in  the  direction  of  "store"  "store"    advertising   for   the    more    divided 
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"  general  "  practice  of  ilie  advertising  service  it  is  possible   for   the  student,  on  becoming 

agency.  efficient,  to  join   the  advertising  department 

The     larger     department     stores     usually  of  a  department  store  or  to  handle  similar  work 

include  in  their  organization  a  section  for  pre-  through    an     agency    which    undertakes    to 

paration  of  Press  advertisements,  catalogues,  deal  with  that  class  of  publicity. 

„^  ^  The  building-up  of 
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"  store  '*  advertise- 
ments —  particularly 
when  large  spaces 
have  to  be  filled — 
requires  a  keen  sense 
of  balance,  so  that 
however  crowded  the 
blocks  and  matter 
work  out  to  include 
sufficient  "  selling  " 
lines  to  justify  the 
cost  of  the  spjice, 
clarity  of  both  must 
be  striven  for;  the 
three  examples  illus- 
trated in  this  section 
— Pontings,  Barkers, 
Whitcleys — are  ex- 
cellent for  the  study  of 
successful  assemblage. 
Balance  depends  on 
the  right  disposition 
of  blocks  and  type 
matter  so  that  no  part 
of  the  advertisement 
is  unduly  over- 
weighted. Blocks  on 
the  left  should  as 
Sigg^-^"^^g^  nearly  as  possible  cor- 
S^^sii^K  respond  in  "  weight  " 
— size  and  general 
etc.  ;  others  operate  through  one  of  the  appearance — with  those  on  the  right,  although 
advertising  service  agencies  who  provide  the  same  number  of  blocks  need  not  neces- 
what  is  known  as  a  "contact"  man,  whose  sarily  be  used  to  secure  the  right  balance;  it 
duty  is  to  attend  regularly  at  the  store,  receive  depends  on  the  blackness  or  "  weight  "  of  the 
and  convey  to  the  agency  details  of  the  pro-  blocks  introduced.  Study  of  the  examples 
jected  advertising,  and  to  see  that  instructions  given  will  make  this  important  question  of 
are   carried   out  according   to  plan.      Thus,      lay-out  balance  easily  comprehended. 
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TYPES    OF    LAY-OUT    CONSTRUCTION 

There  are  several  points  to  which  I  would  service  to  London;  an  instance  of  foresight 
draw  the  student's  attention  in  connection  and  appropriate  publicity.  Whiteley's  special 
with  the  three  examples  of  store  advertising  "  Furnishing  Week  "  is  also  sound  depart- 
in   the  daily   Press,  illustrating  this  section,  mental  trading  policy. 

Taking  them  in  rota-  ^  .,,«,.-« 

u  J     »»  XT        This  Opportune  Event  Commencet  Monday  November  1st  at  9  a.m. 

tion:    the  words      No  ^^Z^      ^m  rw   W  W^^W-^T"^  W   l^H^  TT^   liStJasrT:^^ 

Post  Orders  "  are  dis-     ;:;!J^;^"'"WH  ITE  LEYS  fS^^l 

played  near  the  centre 
of  Pontings'  advertise- 
ment, partly  to  discour- 
age ordering  by  post 
which,  with  this  class 
of  got)ds,  usually  results 
in  a  percentage  of 
"  returns  "  for  various 
reasons,  arising  through 
the  absence  of  personal 
inspection  before  pur- 
chasing. The  chief  aim, 
however,  is  to  bring 
people  to  the  store 
during  a  sale.  The 
busier  the  appearance 
of  the  store  on  such 
occasions  the  better  the 
turnover — crowded       .  _ 

departments  create  the  »'1S<n7.i».« -'-'i.^'-'iir 
right  atmosphere.  The 
apparent  rush  for  bar- 
gains induces  others  to 
become  purchasers, 
stimulated  by  the  possi- 
bility of  disappointment 
by  missing  what  may 
be  an  exceptional 
opportunity  to  secure 
just   the   garment   they    want,    through    the     Barken  and  Whiteleys 

demand  being  greater  than  the  supply.  "  No  ^^^  ^^^i^  p^ggs  ;„  the  dailies— well  planned, 
post  orders"  in  this  case  is  advertising  full  of "  selling  "  power  and  typical  of  the  vigorous 
diplomacy;  the  advertisement  appeared  in  an  publicity  matter  which  has  been  proved  the  right 
evening  newspaper  which  is  not  regarded  as  a  P^^*^  *«  secure  the  enormous  turnover  which  must 
J         ••         r  J       ^     J       T»     I      >        result  to  lustify  such  expensive  advertisme.   Both 

good  medium  for  post  order  trade.    Barkers  ■'      /  •  j-    .    ..  j  •         .. 

'^  .        ,.,.  ex.-  •  \.    \.        announcements  mdicate  the  size  and  importance 

policy  IS  a  linking  up  of  their  store  with  the      ^f  j^ese   concerns,   and  the  fact  that  the   names 
Ideal  Home  Exhibition  and  the  special  train      of  the   firms  are   household  words  induces   the 
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confidence  with  which  the  public  buys  the  goods 
advertised  ;  many  years'  continuous  publicity  and 
the  spending  of  many  thousands  of  pounds  were 
necessary  to  build  up  the  goodwill  that  makes 
advertising  on  this  scale  possible. 


SELFMDGEX 


Drapery  (Retail) 

The  space  that  can  be  spared  for  copy  in 
retail  drapery  advertising  seldom  allows  of 
more  than  a  few  short,  terse  sentences,  intro- 
ducing the  goods,  the  policy  of  the  house,  or  a 
few  words  emphasizing  value,  quality,  and 
price  comparisons.  Crowding  of  blocks  and 
descriptions  (not  muddling)  is  allowable,  and 
in   many   instances   necessary,    to   feature   a 
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GLOVES 


Great  Sale  of  Silk  Hoskry 
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Dcpaitmnus  on  the  Gtooad 
Floor  have  long  been  cob- 
iUacd  by  die  nugoricy  of 
the  Public  to  be  the  largest  come 
for  the  buying  of  Silk  Stodungi  of 
vliabie  qualities. 

The  remarkably  wide  choice— tht  ha 
chat,  quality  for  quality,  the  prkc*  are 
unquestiofiably  the  lowest — and  the- 
confidence  with  which  one  mayixiy 
have  made  these  departments  the  first 
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Selfridgis 

Sale  advertising  of  a  single  department  of  a 
store ;  selected  as  a  specimen  demonstrating 
difference  in  treatment  when  advertising  in 
weekly  instead  of  the  daily  Press. 


big 
the 
the 


Harrods 

A  department  store  advertisement,  included  here 
as  a  demonstration  of  good  presentment  for  one 
class  of  goods  in  their  drapery  section,  featuring  a 
"  one-price "  offer.  A  good  lay-out  and  ample 
description  of  items. 
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sufficient  selection  of  goods  to  cover  advertising 
and  other  costs  by  the  sales  they  attract. 
Headlines,  selling  lines,  and  prices  must  all  be 
chosen  to  effect  quick  turnover  essential  to  this 
class  of  trading.  As  a  general  rule  the  firm's 
name,  in  type  or  a  distinctive  name  block  of 
special  design,  should  appear  at  the  top  of  the 
advertisement  and  the  full  name  and  address 
at  the  foot.   This  plan  is  important  to  definitely 
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locate  the  place  for  purchase,  as  similar  goods  at 
identical  prices  quite  possibly  may  be  adver- 
tised by  a  competitor  in  the  same  issue  of  the 
newspaper  or  other  publication.  The  periodi- 
cal sales  incidental  to  drapery  advertising  call 
for  vigorous  handling,  and  the  headlines, 
although  hustling  in  character,  must  be  chosen 
carefully  to  suit  the  class  of  trade.  A  sale 
lasting  three  or  four  weeks — ^as  is  usual  with 
some  of  the  leading  London  houses — should 
be  planned  so  that  the  weight  of  advertising 
space  booked  should  be  heaviest  at  the  opening 
and  during  the  third  and  fourth  week. 
"  Remnant  Days  " — usually  once  weekly 
during  general  drapery  sales  of  medium  class 
goods — should  be  made  the  most  of  to  create  a 
fresh  impetus  to  the  special  trading  period. 


Gorringes — Stagg 
and  Russell — 
Dehenham 

These  two  whole 
single  column 
advertisements  in- 
dicate generally  the 
lines  followed  by 
good  class  drapers 
when  using  news- 
paper  media. 
Of  the  two,  that  on 
the  right  is  the 
more  attractive,  but 
not  necessarily  the 
better  as  a  business- 
getter.  Note  con- 
trast in  sketches  in- 
troduced, in  both 
cases  probably  the 
most  suitable  for 
the  class  of  trade 
catered  for.  The 
Mannequin  Parade 
announcement  in 
Stagg  &  Russell's 
advt.  should  also 
be  noted. 

Debenham's  "Tea 
Frocks "  (from  a 
quarter  page  in  the 
weeklies)  is  an  ex- 
ample of  good  work 
in  this  section — 
sketch,  lay-out,  and 
copy.  Note  the 
secondary  item  in 
panel ;  also  that 
two  distinct  items 
of  different  mer- 
chandise should  not 
be  given  equal 
prominence,  to 
avoid  distracting 
attention  from  that 
chosen  as  the  more 
important. 
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These     tzco     advertisements 
appeared  side  by  side,  as  shown 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


Drapery  {Wholesale) 

The  word  "  wholesale  "  is  used 
in  connection  with  the  sale  of  " 
goods,  through  the  retailer,  by  the 
turer  direct,  rather  than  the  usual 
channels  and  factors — although 
such  goods  are  very  often  also 
distributed  through  the  whole- 
saler and  his  travellers  in  the 
same  way  as  the  "  unbranded 


f    ^»i     11    mil 


article.   When  advertising  has  created  a  steady 

here  more      demand  for  a  branded  fabric  or  other  article 

branded  "      wholesalers  and  factors  usually  recognize  that 

manufac-      it  is  to  their  interest  to  supply  such  goods  to 

wholesale      order.     Support    in    the    Press,    as    already 

explained  elsewhere,  is  vital 
to  the  successful  market- 
ing of  branded  goods  of  any 
description. 


Putt  Silk 

4         and 

Celanese 

thewandetfiilmw 
HOSIERY 

ItraJiiif  pm  A  iMl  kM«IM 'CrfMM' ir* 
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CHILPRUFE 

for  CHILDREN 

ffUCE 

Ci  ill  III!  h  tc*  If-  M  iht  POtmO  m 


'Cafaacn' Pud  HoM  >       .&aa}/tt 

•CthMM*  Mari  Mlnw*  How  fcoB  1/11 

WkM  ,«■  ckMM,  Im*  frrik*  'Crf—'  Bmmd 
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_^     EeavcMT 

VMM    AMMt-i  CHIL^UKB   »^   IV  IW  MMI  MMMMUnl 

itMrfvrwMT      It's  p»HctiM  prapariiM  mH 
••««  mmmj  AiCtor's  Ml*. 

E    MJRABIUTY 
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CHILPRUFE 
FOR    LAOIBS 


ASK  YOkjII  ORAPCK  OR  WHITE  CXUCT  Km  TMC  NC« 

ILLUSTRATED    PRICE    LIST 


THC    CHILPItUrB    MANUrACTURINC    CO. 


Celanese  and  Chilprufe 

are  two  excellent  examples  of  manufacturers'  advertising  which, 
in  this  class,  is  usually  of  a  high  standard.  The  Chilprufe  is 
exceptionally  well  balanced,  and  the  right  emphasis  is  given  in  the 
copy  to  those  points  of  interest  to  women  when  purchasing 
fabrics  in  the  piece  or  as  made-up  goods.  The  Celanese  hosiery 
advertisement,  although  not  equally  effective,  is  sound  as  a  "  seller  " 
with  its  boldly  displayed  price  figures. 
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fmbhtK  SMtoU  W  DM*.    Lmk  m  Alfit 

UnJmtmmJSmcHyimt.  AcmdmT.H. 

OmmmgttCii,  Lmtata^  wUHhagitr 

mmm  of  yttr  mmul  Html  mofk 

Alpha 

CARDISANS 

Jlpha 

Dignified  and  well  set, 
although  a  mass  of  matter 
printed  in  itahcs  throughout 
does  not  make  for  easy 
reading.  Note  request  for 
post  card  for  name  of  nearest 
retailer. 


TYPES    OF    LAY-OUT    CONSTRUCTION 


s^ 


fteo  .«><  k>  Ai*>  Ma. 

When  your  children 
ask  you 


* 


I.  . ->  «-k  .- — -1  •<  >*  *-.  4b 

•LaonBdUMMsmrlaat      .»^.^ 
REN  S  ENCYCLOPEMA'     ^ 


■^  TOMT  l«  «■ 


IS-VOLUME 

DICKENS 

you  J  ^  M»  1^^^  *»  IS 
Cm  d  te  «*  nrbwrMM 


PEOPLES  jffi^NATIONS 

CROVDED  >Mi  im  ^0m  kia  Ui  aj  .4>  >>>Bi.  -Mw  ■»  ■ 
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-  ■  ■     ■  i>.iifai/«ifcMr»iii 
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Educational  Educational  Book  Co. 

T     >u-         ^-       T  J     I      -..k  ^u^  ^A,.^^^,^\r>r,  ^(  The  reduced  whole  page  advertisement  of  four 

In  this  section  I  deal  with  the  advertising  ot  ^ "                .  r  .    j  u    .u-                         ,o  oii 

,      ,         ,,.,,.,•                  r     ir    J  sets  of  books  published  by  this  company  covers  all 

books  published  in  the  interests  of  self-educa-  ^j^^  ^^j^^^  ^j^^^  ^^^^  ^^^  successful  advertising  in 

tion^-educational  matter  issued  to  inform  the      ^j^jg  ^-i^ss,  both  as  regards  copy  and  illustrations. 
public  on  points  connected  with  goods,  the      It  will  be  noticed  that  a  full  style  of  copy  is  necessary 
market  for  which  it  is  desired 
to  extend,  is  in  a  different  class, 
and    is   referred   to  elsewhere. 
Good  "  education  "   advertise- 
ments are  by  no  means  of  recent 
growth.        Cassell's       Popular 
Educator,  of  Victorian    times, 
may   be   considered    the   great 
forerunner  in  this  class  ;  origin- 
ally advertised  in  the  Press  and 
on  the  hoardings  roughly  half 
a  century  ago,  and  subsequently 
several   times   revised   and   re- 
issued.     The  publicity  of  this 
kind,  put  out  in  those  days,  in 
its     forceful    appeal    compares 
more  than  favourably  with  that 
of  to-day.  The  Popular  Educator 
owed  its  popularity,  in  a  great 
measure,  to  a  series  of  sketches 
and  a  slogan — "  The  Child ! — 
What  will    he    Become  ?  " — ^a 
number  of  heads   representing 
by  facial  contrast  a  boy's  possible 
career     from     his     schooldays 
onward.    One  set  demonstrated 
the  rewards  of  education — an 
honourable  and  successful  pro- 
gress, the  heads  beneath  featur- 
ing   ignorance    and    failure — 
the  same  boy  in  both  cases.      The  appeal  at      to  induce  action.  The  coupons   are   at  hand   for 

that  time   was  addressed  chiefly  to  parents;  ^"V"^  '"'f^'^  J^^  page  being  a  composite   offer 

.  ...■',.        ^ .  of  four  different  propositions,  it  has  been  possible 

to-day  educational  advertising  is  directed  more  ^^  ^^  ^rxan^t  the  coupons  that  they  can  be  detached 

especially  to  adolescents  of  both  sexes.  from  the  paper  with  the  least  possible  trouble  in 

The  great   increase  in   the  publication  of  each  case  ;  this  is  a  very  important  point  whenever 

purely  educational  literature  in  recent  years  ^  <=o"Pon  forms  part  of  the  make-up  of  an  advert- 

.1  1    ui        <^  *    J      *•  *  isement.   In  such  announcements,  were  the  coupons 

has  been  remarkable.    Current  advertisements  ,        .i     •    •  j  •    .    j    r      »  -j 

arranged  on  the  inside  corners  instead  ot  outside, 

of    correspondence     courses  should  be  studied      the  percentage  of  applications  would  undoubtedly 
for  persuasive  "  talk."  suffer  considerably. 
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ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


Entertainments 

The  standard  of  Press  publicity  representing 
this   section    is   very   low;     even   elemental 
knowledge  of  good  presentment  in  lay-out  or 
copy  is  usually  absent.    It  is  seldom  that  the 
advertisements  put  out  are  dignified,  informa- 
tive, or  attractive ;   theatres  particularly,  omit 
to  state  their  exact  whereabouts  and  leave  the 
vast  floating  population — visitors  from  over- 
seas, etc. — to  find  out  as  best  they  can.   This 
is  not  live  business  policy  ;  copy-writers  should 
remember  this  point  if  occasion  arises.   The 
expenditure  on  entertainment  publicity,  con- 
sidering the  importance  of  the  subject  and  its 
universal  appeal,  is  insignificant  when  com- 
pared with  the  enormous  financial  commit- 
ments in  advertising  schemes  for  selling  general 
commodities.    Free  notices  in  the  Press  are 
chiefly  responsible  for  parsimony  in  paid  adver- 
tising of  theatres,  variety  shows,  cinemas,  and 
other   places   of  entertainment.   The   copy- 
writer's aim  must  be  to  arouse  interest  by 
judicious  forecasting  of  prospeaive  enjoyment 
— good   entertainment,    comfortable   seating, 
and  other  amenities  that  go  to  make  an  outing 
worth  while.   The  lay-out  must  also  help  to 
create  this  atmosphere — attractive  instead  of 
vulgarly  arresting.   The  copy  should  include 
just  sufficient  information  to  impart  the  wish 
to   see   the   performance.    Concerts,    recitals, 
and  cabaret  shows  possess  excellent  material 
for  interesting  "  copy." 

Foods 

The  aim  in  planning  lay-outs  and  writing 
copy  for  publicity  relating  to  food  of  every 
description,  should  be  to  make  the  advertising 
as  appetizing  as  the  product  you  have  to  sell. 
Heavy  face  type  should  be  used  sparingly; 
borders,  if  introduced,  should  be  on  the  light 
side,  and  the  copy  smoothly  written.  As  a 
general  rule  the  pleasures  of  the  table  should 
dominate  and  the  "  talk  "  supported,  where 


possible,  by  some  brief  reference  to  any 
health  promoting  properties  the  foodstuffs  you 
advertise  may  contain.  An  advertisement 
designed  to  increase  sales  of  goods  under  this 
category  should  never  be  allowed  to  become  a 
dry  and  pedantic  scientific  treatise  on  food 
values;  the  proper  human  appeal  is  to  the 
sense  of  taste  first,  supported  by  those  two 
other  equally  important  points  of  consumer 
interest — purity  and  cleanliness,  preserved  in 
handling,  from  the  raw  material,  through  the 
factory,  to  the  purchaser.  In  certain  proposi- 
tions connected  with  food  the  need  to  stress 


ArMt*  m»d*  for  BrtHih  TntU.<.         ^•.mmom. 


Sytmifi&ton's 
c:g5^  Soups 

w.  iwworow  •  oa  Lin.  mmuvt  mauomuon: 


matters  of  hygiene  cannot  be  avoided,  yet  a 
sense  of  well-balanced  copy  will  enable  you  to 
avoid  loss  of  interest  on  the  reader's  part  by 
introducing  a  human  note  in  the  opening 
paragraph  of  your  copy. 


TYPES    OF    LAY-OUT    CONSTRUCTION 


Symington* s  Soups 

advertisement — from  a  half- 
triple  column  in  the  dailies 
— ^is  busy  without  being  con- 
fused. Sketches,  name  block, 
and  border  are  cohesive  in 
arrangement,  and  the  copy 
interesting  and  informative. 

The  panel  with  the  free  offer 
of  a  full-sized  tin  of  "  Granu- 
lated Gravy"  and  the  an- 
nouncement "  British  Made 
for  British  Trade  "  are  selling 
points  which  should  be  care- 
fully noted,  also  the  caption 
"  So  good — and  so  good  for 
you"  and  the  accompanying 
sketch. 


CROUTONS 
a  la  H6VIS 


^ 


CARR'S 

TABLE 

WATER 

BISCUITS 

•re  the  nicest  of  all 
crater  biscuits. 

Thev  ar*  aimply  ideal  with  ch«es«, 
Order  a  trial  tin  from  your  atorea 
Their  crispneaa  arkd  delJcata  flavour 
wtll  appeal  to  yovi. 

S^etede  only  t>y 
C  A.RR  0  CO.  K5 

CARLISLE 


Carr*s  Biscuits 

A  2i-inch  single  column 
advertisement,  remarkable  for 
"  largeness "  of  appearance 
obtained  by  clever  lay-out  and 
good  use  of  white  space.  The 
suggestion  "  ideal  with  cheese" 
is  good  salesmanship. 

Horlick's 

A  well-balanced  half-double 
column.  The  copy  is  sound 
and  the  sketch  on  modern  lines 
indicates  that  travellers  can 
obtain  the  beverage  at  railway 
refreshment  rooms ;  good  sales- 
manship. 


{Actual  Size) 


-Appetising,  and 
so  food  for  you! 

Unit  oAw  af  nMM4  NOVB,  ilMilF 

timil  mat  »Mt»  Immimtmtl  Um 
•n»hMna*-«nU  HirMaf  W  atari 
t»  tittt  m  mtimt,  HOVB  »lll 


^.^•M  ktalikr  4ltKtl*a  v<lk 
MsyUM  »»4  auf  auiatttilMi 


HoVIS 


Bread 

Hovis  is  an  instance  of  appetizing 
copy  and  lay-out.  The  linking-up  of 
"  Uttle  cubes  of  toasted  Hovis,  rlowly 
browned"  to  be  added  to  a  dth  :ious 
plate  of  soup  is  good  indirect  s.iles- 
manship  by  suggestion. 

An  interesting  coincidence  is  the 
similarity  of  the  caption — "appetis- 
ing^ and  so  good  for  you" — to 
that  adopted  in  the  Symington 
advertisement,  referred  to  above. 


Weather-proof 

nABmber.  if   you    lake  coU,  K  la  beauaa  f«l 
arc  waak.  not  bcouac  tht  wcadxr  »  bad 

Coau^  haae  and.  avhadvc  fna  adnol. 
■hapfUf  or  ibc  oAu,  rour  raaamea  n^oM  m 
kacmd  Dnok  a  ifaia  of  Horiick'a  Mahtd  MJk 
bat.  in  aatm  b<dl«i  oc  rcaaunat  aad  dit 
'  araa't  bun  Toa 


Hocbck'i  Mahri  Milk  p«<a  inazf.  vuabty  and 
Mcunl  body-heat.  It  ■  a  food,  oat  a  aoaiJaoL 
Tberefcxt  cfac  \-igoiv  tt  frvaa  lUya  b,  you  lor 
betto  hfikh 

Aad  It  ann  k(  la*|  brfoR  ytm  find  a  mm 
-  -  at  Am  4*  Mnd  <■<  aaircd  baiter 


HORUCKS 

-  THE  ORICINAI.  - 

MALTED  MILK 


HoiWt.vBidtaiStoa^i  S>  dIM  fan  ■>,  Ha  Hor 

•>  Ei^iad    k  kioMSit  M\  a  Ktaal  aafti  anil 

chcttHB    itii^aihin.  m  hrMMyavfaa  nad  you 

taa  harfy  aaia-l/..  M  luraraid  M  ■  mmt  w 

MaadIV    TkuMaoai  Hafkct'itddladliSkCa. 

Haite,  «nca  ltd  aad  l/M  Lad.  Sai^lk.  tirta 


*iallOiH*>»W  ^HdlVMVlHM 
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Autumn 
Fruits  are  best. 

The  tn:u  wUdi  rf»M  ta  Aigtaam- 
teae.  pan  -  ■■!■■  *• 
ef  ito  hnM  •  pcmNiiv 
viiaaiaa  i»  ttac  y«a  aar  ^Htet  the 
fun  bawnc  «f  Onh^  ^  tnU  AaoU 

■l«ays  ia  etawaA. 

tttfA  CeaCBcd  ia  the  wmj  Ate  to 
mr>9  witk  al  kk4<  of  tm^mt  frait 
Wrth  Bvd'i  jroa  are  tiffes.    Itucraarar 

«a<  tmUttma ;  H  h  p»a.    SMa  ad«t 

a  ligkt 


Bird's 

This  example  is  extremely  good 
both  in  lay-out  and  copy.  As  a 
Custard  advertisement  it  is  another 
instance  of  connecting  up  one  thing 
to  assist  the  sales  of  another.  The 
copy  opens  with  a  eulogy  of  autumn 
fruits  and  directions  for  cooking, 
leadinp.  on  quite  naturally  to  the 
act  of  "  serving  with  custard."  The 
illustration  is  excellent. 
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ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


Footwear 

The  vogue  of  the  short  skirt  has  been 
responsible  for  an  enormous  advance  in  the 
boot  and  shoe  trades.  Except  in  heavy  foot- 
wear for  men  the  preference  for  shoes  by  both 
sexes  has  practically  wiped  out  the  demand  for 
boots.  The  advertising  of  shoes  for  ladies  is  on 
a  high  plane  generally,  and  gives  an  opening  for 
copy  as  smart  as  the  shoes  themselves.  Branded 
footwear  is  now  the  usual  policy,  and  the  shops 
at  which  the  goods  are  sold  are  in  most  cases 
controlled  by  the  individual  manufacturers. 

Footwear  is  a  subject  that  gives  the  copy- 
writer and  lay-out  man  an  opportunity  for  good 


work  as  shown  by  these  examples.  "  Shoes  for 
ladies  "  calls  for  light  and  delicate  presentment 
both  in  copy  and  illustrations  These  latter  are 
usually  prepared  by  specially  trained  artists  or 
photographers;  the  average  commercial  artist 
is  technically  inexperienced  in  this  class  of 
work.  The  difficulty  lies  in  so  representing 
the  goods  that  they  appear  to  the  best  advan- 
tage— neat,  attractive,  absolutely  correct  in 
detail  and  obviously  "  money's  worth."  The 
method  of  dealing  with  the  rougher  class  of 
footwear  is  shown  in  the  typical  Bolsom  adver- 
tisement in  the  opposite  page — strength  in 
lay-out,  copy,  and  illustrations. 


You  can  train 

her  feet  to 

Beauty 


SlMcfl  (of  row  Imir  (ifTt  fitf 


*t)n  tlui  wtll  be  roiMfamable 
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«ejkrnnl  by  the  wfo«t(f  Aom: 

»ni   itwT  an   be  minfj   to 

llMfirrtnr«i  ana    am^h    hf     V*^  *'"''  firi  wOl  l*r  lft» 

Snn.ntr  Sfcocs.     WHcti  r«*v     '™'^    "^  ^"^   ^**'^  ***  Shof^ 

(h.Iifi  tpcT  m  itut-nw.     Sn     '*"  '^   *"   bcannAdy  cuf. 
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how  t\tM*f    (wr    hcrt   ukn     **«  **•  I*'"  *■*  *^«*  l"**"^ 

ikr  tnmJ.  knw  andilr  hn    '■»'•■ 

^•11  aiUln  bcir  the  boj;  ■     M»  ••  tni  ^em  am   mm 
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ScMibic  Shoe*  for 
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r»  WMn  Mr  il , 


h  ^IMlil  »l*  ,«■  fc.t     ntMyai. 
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*-*—■-■• '■-   I tinili«7Mii 
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ft— od  1*  •  dcfrR  of  comfon  n 


•nm  1  SHon  rot  citu  a  aoYi 
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Fv  ibM  !•  Mc  of  IW  Ktnti  of  iki  Hwa 
of  Iko  Lmb  aaij  Ddu  Shoci.  They  coafw 
MS  mb  booty  ibc  imonm  bock  TIkj  «m». 
ptm  ik«  piciM  ro«  <Ma  Mkc,  bai  ikoy 
1  tm*  loo.   Stjrk  a 


•liTA  |«|  a  » 


Z,o/«j — Start-rite — Cantilever 

These  four  examples  are  excel- 
lent. That  headed  "  The  Wilsons' 
Luggage  " — from  a  leading  weekly 
— opens  interestingly  and  culmin- 
ates in  a  reference  to  a  new  selling 
point — patent  snap  and  fastener. 
The  "  Fashion  and  Fit "  Lotus 
advertisement  is  particularly  neat  and  sound  in  pre- 
sentment, displaying  admirable  use  of  white  space. 


/\^   bohoil  aid  hnad 


P 


(antilever 
Shoes 


twr  nmfmrt  tmtwu 


CMIMPVL    MMTMUimiM 


i 


LOTUS 

an9  D  E  LTA 


seller 


have  been  slightly  larger  for  be  tor 
effect.  The  anatomical  referen :e  in 
the  lattei  portion  of  the  copy  is 
quite  rightly  made  ihe  secondary 
point  ot  interest  in  an  appeal  to 
women.  Start-nte — the  least  well- 
balanced  of  these  examples,  but 
with  intereiting  copy.  It  is  a  distinct 
becausr-  the  explanatory  sketches  at  foot 


Sensible   Shoes    for   Sensitive    Feet 


IS   a 


weU 


chosen  caption.  Suppleness  is  the  burden  or  the 
copy,  which  is  ably  supported  by  he  smah 
illustrations;  all    three  sketches,  however,  migh* 


giv;  technical  reasons — how  the  instep  is  sup- 
ported by  sriffeners,  and  the  way  ankles  are  pre- 
ven  ed  from  bendii.g  inwards  by  the  special 
method  of  heel  extension.  Such  information  is 
welcome  when  conveyed  briefly. 
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SnLES^J  STYLES 


••«ia~niKa 


"A" "  Shoes 

A  pleasing  8-inch  double  column  space — good 
copy,  modern  treatment  of  illustration.  Would 
have  been  improved  by  a  name  block  a  trifle  less  in 
width.  The  booklet  offered  is  a  good  point  for 
consumer  contact. 


Tlie  Wil«on»'  Luggage 
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^.  ai^  a  MUf  il  flilyT*  '  r"^  KA-l-Nim  imtf  filnm 

pt  Am  ip  mifm  m  m!  it  t«*f  fNffr  h^r  fwftf  flO 

Ymi  hum  hm  mmllf  itfn  Jmtp  4m  umm.    Tk  mmm  itj  ftmii 

lmmlmt>  I  mm  fmtmlmlf  mJk  I   <■  Imami  mm  urn/If  cMknyl 

^^     ^?^^^ 

•  im  W^  a  ■■■■I  HI  II  I  l»»tn  M  7W  «Ap*  «■*  «  1  M(LM*»   {•V"!    <■•    Mlt* 
■«•    TWon  %mwm  CtHa  oaJ  I  wif  rf  m    «<*  A«a  **  Imm    I  t«*     hwa.  >i«    •    wwb   al 

*  |M*  a  u*  I  tatvi  M)  M  P*  *  ■■••"'  "  **"     ^™*  ■** 

LOTUS  ^  DELTA 

JAmm  /«r  Laditf 


This  second  example  of  the  advertising  put  out 
by  Lotus,  Ltd.,  should  be  studied  in  conjunction 
with  that  in  the  opposite  page.  Note  that  each 
style  of  shoe  is  identified  by  number. 


Bolsom 

This  vigorous  half-double  column  advertisement 
is  planned  on  lines  adopted  by  this  firm  consistently 
for  several  years.  Its  success  endorses  and  justifies- 
the  policy  of  "  crowding  "  for  the  cheaper  classes 
of  goods,  which  is  usually  followed  for  cut  price 
trading  and  mail  order  business.  In  this  instance 
the  student's  attention  is  drawn  to  the  diagram  of 
construction — strong  "  selling  "  point. 

BOLSOM  BROS-^LTD- 

-^'famous  *ONEi-DER*  TOOTWKArV, 


Y>  IT  OCMY  la 
u..'  IraCOUoc 
HhITuOoII. 

wolt: 

la  Raal  twm  Call 
Rial  Hat  Call,  alao 
Raal  <ilaca  Kid   with  ai 
arllhoat  Talaai  Toa<ap. 
»«Mlir  JIORMV 

OKN-TAI  OEItY  ia  I.tal  na< 
OaU  ar  Raal  Ulaaa  t.ti  aitli  a> 

T< 

U  at.  fTOIM«El.T  CIRSON  at 
OXrORO  SHOt  la  biwk  Has  Ca.l 
ailh  MwlllMat  PaUsl  I'va-cap. 
la  Raal  Tts  Call. 

Bam.    sroSMWtLT  Oxford  a. 

onON   VkM,i  la  Raal    l.Uca  Kid 
a.th  ..I  ait^t  l*ataal  Toa-vap. 
neiST.      iTORMWtlT  too  CUE 
SHC€  IB  &Ml  Tan  Call  m  Ileal  black 
V      Daa  Call. 


si™i«K^irsag?r^?S!Uff,5^£a£a'5ffi^^^lHa 
BOBO.M  BROS..Ltd.(K)  157&158,Strana,WC2. 

As  a  mail  order  advertisement  for  men's  footwear 
this  is  well  worth  close  study.  Every  inch  of  the 
original  space  this  announcement  occupied  was 
planned  for  maximum  sales  effort  ;  every  possible 
detail  is  given  to  induce  confidence  in  ordering 
through  the  post.  When  personal  selection  is  not 
possible  full  particulars  of  the  goods  are  imperative 
to  secure  adequate  returns  in  sales. 


I 
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Fruit 

With  the  exception  of  canned  fruits  this 
section  does  not  lend  itself  to  extensive  adver- 
tising in  an  individual  sense,  the  sales  field 
being  so  general  in  character  and  spread  over 
so  wide  an  area.  The  "  Eat  More  Fruit " 
campaign  dealt  with  briefly  in  my  "  Co- 
operative Advertising "  section  is,  without 
doubt,  by  far  the  best  way  to  tackle  the 
question  of  increasing  sales  of  fresh  fruit,  and 
the    appeal    to    its    health-giving    propertic-s 


is  particularly  strong  and  effective,  besides 
being  easily  convincing.  Canned  fruits  as 
a  secondary  proposition,  also  have  points 
in  their  favour — convenience  for  immediate 
serving;  availability  when  fresh  fruit  is  not 
easily  obtainable ;  economy  in  cost.  The 
consumption  of  canned  fruits  is  steadily  in- 
creasing and,  although  never  likely  to  be  as 
popular  here  as  in  America,  should  lead  to 
increased  advertising  and  opportunities  for 
interesting  copy. 


i«*MMMM«l«M«tfMMM«HM^«Mlr 


CANADIAN  APPLES 

Ym  tm  AM  lapn  «!•■  il  Ai  for  mmd. 


»ri»*«iii>iilii<ll  mill— IHi    Tiiliiil 
ri«aiphla*.i«lHilNi»hMk  InMwste 

■■■CCiiilihiillli      «Zfe>*al  hAi 

■— i.  nil  III.  «a     I      l>»*Hi>fc« 
ladkMafaarali      '     ~ 


iamOm^tmm.  mtm-tm*> '•mi  m 
iki  ka*  -  fer  ^  kHh  rf  ,w  am  lafli 

7b  Bat 

FmU  Comes  From 

EMPIRE  ORCHARDS 


Canadian  Apples 

This  appeal  by  the 
Empire  Marketing  Board 
in  favour  of  fruit  grown 
within  the  Empire  is  well 
planned.  The  copy  is 
redolent  of  a  beautiful 
climate  and  "  golden  sun- 
shine," and  the  reminder 
that  the  fruit  costs  no 
more  than  foreign  grown 
is  an  incentive  to  buy  for 
patriotic  reasons.  The 
type  in  the  original  is  of 
good  readable  size,  and 
the  disposition  of  white 
space  remarkably  effec- 
tive ;  an  excellent  adver- 
tisement on  dignified 
lines. 


PrafMMr  AllvlM  invented  u  i^p»- 
nta  ftr  iMiaf  if 


tkafriit 
r^  or  audi 


Mn.  AIlwiM  ka«w  »  triek  worth 
tvooTtlut  She Mkad th« dMtor 
ftr  "MY  LAOT," 


ud  k—w.  vithoot  Mtiac.  that  ab* 
kad  cot  Um  flaait,  ripott  fruit  tk« 
work!  I  orehJMrdo  cut  produce 

"MrUmr 

CAimED  noiTs 


emt»Muau  m  a  ttmtm^ 


"  My  Lady  "  Fruiu 

On  humorous  lines  with  an  offer  of 
a  book  of  recipes  of  ready-to-serve 
dishes.  In  its  class  good  publicity 
easily  scanned.  An  example  of  the 
introduction  of  a  comic  element  with- 
out sacrificing  "  selling."  "  The  finest, 
ripest  fruit  the  world's  orchards  can 
produce"  is  good  copy. 


Sunshine  &  Healthfiving 
Vitamins  from  Australia. 


ac:'=rtss£-w 

CV*  .  *i»  •■  .w  art  *«.• 


AUSTRALIAN 

CURRANTS 
SULTANAS  AND  RAISINS 

Australian  Currants 

An  equally  praise- 
worthy announcement 
with  the  added  attraction 
of  a  figure  sketch  giving 
life  to  the  advertisement ; 
a  definite  invitation  from 
Australia  to  trade  with 
our  kindred.  Added  in- 
terest is  evoked  by  the 
•  recipe  included  in  the 
text ;  action  is  suggested 
by  the  words  "  Ask  your 
Grocer."  The  headlines 
are  excellent,  and  the 
attitude  of  the  figure  is 
appropriate  to  the  word- 
ing "  Just  in  ! "  which 
in  turn  is  eloquent  in 
suggestion. 
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SUMMER  FRUrrS  ARE  HERE! 


■■H  liv  >  III   11   Air,  •■  liMl  atav  k 


PUJMS 

onoon        focttuxa 


Tt-Jt)t'j  fi(k  tf  tit  Empire  Rasktt 

SOUTH  AFRICAN 
FRUITS 


South  African  Fruits 

Another  fine  example  of  the  Empire  Marketing 
Board  campaign.  A  more  realistic  drawing  would 
have  been  more  appropriate  to  attract  the  women 
shoppers. 


iiwii.*i».— I rmtm.\^kH         npnsr" 

Mate   wkf  M  •>.••«!•.••.■?  •»  -'^axl;*' 


1  Ilium  laar    |M  bn»  • 
.  WMrn  ^«ay»  la  kMii.  M«r 


fiat  he  Slot  you  say 

Dei  Monte 


■   T«.    bM    ■     I 


Del  Monte 

An  excellent  advertisement  of  canned  fruits 
emphasizing  the  quality  of  the  brand.  The  idea 
of  a  sketch  showing  the  container  and  its  label, 
though  conventional,  still  holds  good  as  a  depend- 
able selling  aid.  Note  repetition  of  label  design 
surrounding  slogan. 

4— <6o82) 


Furniture 

As  with  many  other  advertising  proposi- 
tions, selling  furniture  through  the  Press  is 
sharply  divided  into  two  quality  sections.  The 
dealer  in  genuine  antique  "  period  "  furniture 
— Sheraton,  Chippendale,  Hepplewhite,  Jaco- 
bean, etc.,  has  a  very  restricted  range  of 
possible  buyers.  The  advertising  of  such  expen- 
sive goods,  therefore,  must  be  essentially 
dignified.  Copy,  if  introduced,  must  be  both 
refined  and  restrained.  The  copy-writer  must 
possess  a  working  knowledge  of  the  character- 
istics of  each  "  type  "  he  deals  with,  and  must 
be  extremely  careful  in  the  use  of  the  informa- 
tion he  has  acquired.  Remember,  your  appeal 
is  to  a  small  but  well-informed  circle,  amongst 


ANTIQUE    FURNITURE 
®  WORKS  OF  ART 


-OVn.   100  ROOMS- 


i¥'&^.:'%^ 


A.  dU  WIXIAM  'Z>  UA«V  ii.ilil  KIOM  dm.  '■'  xkm  «t  cunvkt  ^  Ou  I  ii>M 
FUtNITURE  J  iW  XVH>k  jirf  XVIII  il.  Cnnnn. 

M.  HARRIS  ^  SONS 

44  «o  52  Nrr  QxfoH  Strro. 
LONDON,   wet 


VALUATIONS 
■NVENTOWES 


Atfi^i^CATAUXSUE 

Mw*     140    ill.it(.it..t 
CloA  f*    •    7k  .Ml  faw 


Harris  &  Sons 

A  fine  presentment  reflecting  the  high  quality  of 
the  business.  Note  that  the  catalogue  is  priced  at 
seven  shillings ;  this  charge  ensures  applications 
being  restricted  to  those  really  interested  and  leads 
to  definite  orders. 
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whom   are   famous   collectors   who    rank   as  ture  advertised  are  appropriate  so  long  as  the 

connoisseurs  of  antiques  generally.   The  safer  decorative  embellishment  does  not  become  the 

plan  is  to  illustrate  the  advertisements  from  dominant  feature ;   a  double  i  ^-point  rule  set 

actual    photographs    of    the    goods,    merely  close  is  frequently  quite  suitable.    Only  the 

adding  brief  and  accurate  descriptions ;  prices  best    class    periodicals    and    newspapers    are 

are  seldom  quoted.   The  typography  of  the  effective  channels  for  this  class  of  publicity, 

announcement  should  be  clean  and  light  in  The    more    popular    "  modern    furniture " 

character,  and  the  lay-out  planned  for  plenty  announcement,  which  includes  the  productions 

of    white    space.     Ornamental     borders    of  made  in  "  period  "  styles^  both  on  the  score  of 

"  period  "  design  in  keeping  with  the  furni-  quality  and  price,  can  be  advertised  profitably 

^—  in  the  general  Press.   The  space 

most 


can  be  more  fully  occupied  with 
blocks  and  "  selling  "  copy  and 
prices  boldly  displayed,  together 
with  elaborated  descriptions. 
Where  deferred  payments  enter 
into  the  proposition  the  system 
should  be  made  clear  beyond 
question ;  ambiguity  rather 
suggests  doubt  and  suspicion, 
fewer  inquiries,  and  loss  of 
sales.  The  offer  of  a  cata- 
logue sends  up  the  percentage 
of  inquiries,  many  of  which 
may  be  nursed  into  orders  if 
carefully  followed  up. 

Should  your  work  deal  with 
the  combination  of  furniture 
and  furnishings,  interior  deco- 
ration, colour  schemes,  and 
so  on,  you  have  a  wide  and 
fertile  field  on  which  to  base 
your  copy,  more  especially 
should  you  have  the  oppor- 
tunity to  prepare  a  booklet  on 
the  subject  of  house  furnishing 
generally.  Whether  for  Press 
advertising  or  for  booklet  or 
catalogue  purposes,  study  your 
proposition  carefully  so  that 
you  may  be  sure  of  your  points. 

Certain  establishments  un- 
dertake to  build,  decorate,  and 
furnish   a   house   throughout; 
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Staples  and  Berkeley 

The  first  is  probably  the  best  advertisement  of  its  class  on 
record.  The  second  is  sound  seasonal  advertising  ;  free  delivery 
and  a  guarantee  are  points  to  be  noted. 
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also  to  plan  and  lay  out  gardens  appropriate 
to  the  design  of  the  building. 

The  illustrations  in  this  section  have  been 
chosen  for  their  excellence  as  examples  of  good 
"selling"  advertisements.  The  "Staples" 
announcement  makes  clear  the  technical  con- 
struction of  the  mattress  sold  under  that  name, 
without  entailing  the  slightest  effort  on  the 
part  of  prospective  buyers.  For  this  reason  it 
should  be  closely  studied  as  a  simple  demon- 
stration of  how  to  treat  a  technical  subject  in 
a  way  to  interest  a  public  usually  indifferent 
to  such  appeals  unless  the  principle  of  the 
construction  is  visible  at  a  glance. 

An  interesting  point  in  connection  with  the 
Berkeley  advertisement  is  that  a  most  successful 
business  has  been  built  up  and  a  steadily  increas- 
ing demand  created  for  upholstered  furniture 
under  this  registered  trade-mark. 

ALL  ENGLAND  COMES  TO  DRACES 
FOR  FURNITURE  / 

The  foUoteiug   authentic   transactions 
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DRACES 

HIGH  HOLBORN  LONDON -WCl 
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Drages 

Selected  in  illustration  of  a  new  and  convincing 
departure  in  "  instalment  "  advertising.  Note  the 
business  contact — the  inquiry  coupon  for  free 
book. 
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mileage  but  you  faa't 
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Chair,  which  is  always  "  in"; 
always  keepmg  the  fire 
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movable  m  the  faith  that 
there's  no  place  like  bane. 
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Buoyant 

Excellent ;  a  point  to  note  is  that  the  same  sketch 
was  used  over  a  long  period  with  frequent  changes 
of  headline  and  copy. 

Starting  many  years  back  with  an  advertising 
campaign  offering  a  Berkeley  Easy  Chair 
at  a  standard  price,  the  name  is  now  also 
associated  with  complete  suites  sold  under  the 
same  brand.  Continuous  publicity,  rightly 
planned,  is  responsible  for  successfully  placing 
on  the  market  such  an  article  of  general  use 
as  an  easy  chair  and  the  stabilizing  of  a  demand 
impossible  to  accomplish  except  under  a  name 
easily  recognized  by  prospective  purchasers  of 
the  goods.  High  standard  of  quality  is,  of 
course,  the  prime  factor  in  such  methods  of 
marketing. 
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Gramophones  and  Records 

The  bulk  of  the  advertising  in  this  class  is 
put  out  by  three  or  four  leading  makers.  With 
the  recent  introduction  of  electrical  recording 
the  trade  in  records  has  received  a  fresh 
impetus  and  this  development  is  an  effective 
counter  to  the  increasing  popularity  of 
"  listening-in "  on  the  wireless.  The  three 
examples  shown  here  should  be  studied  in 
conjunction  with  the  ACQ  "  trade  "  advert- 
isement on  page  79. 

Pailji  m.  Pail 
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TWO  PRICES  ONLY 

Rnk  Label  12  inch  S*  •  lO  inch  4* 
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VOCALION 

ouMomoNi  ca.LTn 

ghw-T> I  ifrMpi  mmihad. 


WMCS  /r  ID  *OK 


r7.r,i— •-- 


Focalion 


^sstrsfssi 


Reduced  from  a  full  page  in  a  national  daily. 
Cohesive  in  arrangement  the  circle  of  portraits 
focuses  the  attention  on  the  copy,  the  sketch  at  top 
being  sufficiently  important  to  form  the  leading 
unit  in  attracting  attention  ;  the  boldly  displayed 
line  "  TWO  PRICES  ONLY  "  is  an  important 
point.  Note  the  use  of  the  title  comers  of  the 
newspaper  supplementing  the  whole  page  display. 
The  advertisement  for  the  "  Sea  Shanties  "  series 
of  records  is  bold  and  appropriate. 


TYPES    OF    LAY-OUT    CONSTRUCTION 


SEA  SHANTIES 
With  the  Tang  of  the  Sea 

Tm'i  JCM  M  H.10  tad  11%  iDf . 
rika  tmffm^m*  tiM  *f  warn  *mm. 

M|  MM  If*  md  Rn  4tm»  Mw 

Evolutive    RcoordiDi     By 
John    Buckley   end  Cnorut 

»  VOCALION  » 

voCAUOM  nim*fi»Mrmi  ca  ltd  dumcam  avdna  obkrt  mm  iS  LoMncii*  «  c  i 


H/V  Master*s  Voice 

A  full  page  from  a  high  class  weekly,  well 
laid  out  and  well  displayed ;  suitable  sketch  and 
decoration,  ample  white  space,  effective  typesetting* 
and  sound  copy. 


Hotels  and  Restaurants 

There  is  an  opening  for  vast  improvement 
in  this  section  of  publicity.  Current  adver- 
tisements are  devoid  of  any  real  welcome  to 
the  traveller,  who  either  has  to  choose  his 
temporary  residence  without  any  definite 
knowledge  of  the  amenities  his  choice  will 
provide,  or  to  book  rooms  on  the  recommenda- 
tion of  some  friend  or  acquaintance.  Good 
strong  copy,  giving  a  clear  indication  that  a 
cordial  welcome,  real  comfort,  good  cooking, 
and  efficient — not  servile — ^attendance  awaits 
the  visitor,  are  some  useful  *'  selling  lines  " 
for  hotel  advertising.   The  many  attractions 


of  modern  restaurants,  with  their  sumptuous 
appointments  ;  their  dance  arrangements  and 
cabaret  entertainments,  if  well  advertised, 
would  bring  still  greater  prosperity  to  such 
establishments.  The  more  homely  places  for 
"dining  and  wining"  also  have  points,  which, 
if  set  out  in  the  right  way,  would  increase 
patronage,  and  what  is  still  more  important, 
profits. 

The  student  will  find  it  excellent  practice 
to  choose  current  advertisements  in  this 
section  and  recast  them  on  the  lines  here 
briefly  indicated,  keeping  to  the  exact  sizes  of 
the  originals. 


Household 

The  smaller  details  of  household  needs  are 
reserved  for  this  section,  the  more  important 
— soaps,  sewing  machines,  sweepers,  and  other 
labour  saving  contrivances — being  dealt  with 
elsewhere.  The  advertising  of  polishes  is,  per- 
haps, the  most  open  to  improvement  in  this 
class,  and  this  commodity  should  give  the 
student  or  advanced  copy-writer  an  oppor- 
tunity for  effort  to  produce  stronger  and 
better  ideas  for  sales  increase  through  the 
Press. 

Other  articles  for  household  use — soft  goods 
— will  be  found  included  in  the  demonstra- 
tion examples  in  the  department  store  and  retail 
drapery  sections.  This  class  of  merchandise  is 
known  generally  as  "  Manchester  "  goods — 
sheets,  pillow-slips,  bedspreads,  casement 
cloths  and  allied  household  needs.  In  preparing 
copy  for  such  advertising  the  buyer  of  the 
section  concerned  supplies  the  advertising 
department  with  descriptions  and  prices.  In 
editing  these  all  trade  terms  unfamiliar  to  the 
public  must  be  deleted.  To  give  two  instances 
— the  term  "  Manchester  "  is  meaningless  as 
applied  to  goods  in  an  advertisement,  and, 
selecting  an  instance  from  the  hosiery  depart- 
ment, the  trade  word  "  sox  "  must  be  watched 


for.     "  Hkfs "  for   handkerchiefs  is  another 
to  beware  of;  avoid  all  abbreviations. 


SAYS    VERSATILE    VIM  — 
•LET  YOUR  HARD  WORK   BE 


DON'T   DO   IT  YOURSELF- 
SIVE  TME  JOB  TO   ME  I" 


n 


tm 


A  popular  illustrated  appeal.  The  use  of  a 
character  such  as  "  Versatile  Vim  "  is  particularly 
valuable  when  the  name  of  the  goods  is  embodied, 
as  in  this  instance. 
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Household — (continued) 


Aladdin 

An  effective  lay-out  and  copy 
argument  for  the  use  of  paraffin 
lamps,  which  has  been  instrumental, 
with  others  in  a  concrete  scheme, 
in  producing  a  big  demand.  Eighty 
candle  power  of  light  from  ordinary 
paraffin  is  claimed — a  selling  point 
that  might  have  been  set  in  display 
type  in  explanation  of  the  headline — 
"That  Wonderful  Light  Again!" 
The  copy  is  interestingly  written  and 
the  case  submitted  on  behalf  of  oil 
lamps  becomes  a  strong  appeal,  especi- 
ally to  householders  in  districts  where 
gas  or  electric  light  is  not  readily 
available.  "  Costs  less  than  one  far- 
thing an  hour"  is  a  winner  as  an 
"  economy  "  point. 


THAT    WONDBtna    U«NT 
A4AINI 


r"  ■'■^  r**  "i*  >"*'     mJii»iw.««ii.i>..t 


ggg-i*^'  **^    II  I  11      i»  II  ■ 


■NCANDMCtlCT  rAIUmH  LAlVt 


l<( 


rikESIDE       TALKS 


The  Cat 

*  I  Ion  thk  firoidc.  la  ihiny  black- 
not  ms  an  kkal  wWch  houn  ot 
duly  MIcnnon  lo  myiclt  (>tl  to 
attain.  When  I  omuder  how  >juKklv 
jnd  n«N  (he  irucs  beaui  ful  bltcL.- 
ne»  n  acfaacvcd,  my  rndeiV'  urt 
wcm  lo  laboaoMS  by  campatuon 
—I    fivt    them    up   and    ilccp  '* 

ZEBO 

Uquy  Crate  Mhii 


taouTTAiOMiim 


MUlt • IOmOOn 


7.eho  Grate  Polish 

One  of  an  excellent  series 
— effective  lay-out  and  well 
disposed  white  space.  The 
copy  if  set  slightly  closer — 
i.e.  thinner  leads  between 
lines — would  have  bulked 
more  pleasingly  as  a  grey 
mass  or  half  tone  between 
the  heavy  sketch  and  name 
block  ;     less  space  through 
closing  up  of  text  would 
be  compensated  by  a  trifle 
more  white  space  at   ex- 
treme top  and  foot  inside 
border.  Good  as  this  is  as 
an  example  of  the  proper 
use  of  white  space,  its  sell- 
ing power  does  not  reach 
the  maximum  ;  the  sketch 
would  be  equally  appropri- 
ate    for    advertising    fire- 
grates.  It    illustrates     the 
difficulty  the  student  is  likely 
to  meet  with  in  his  efforts 
to  focus  attention  on  one 
subject,  and  that  only. 
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Rawlplugs 

A  "  utility  "  advertisement  that 
hangs  together  well,  and  a  good  seller 
because  of  its  straightforward  copy 
and  its  quoted  prices.  The  matter 
being  enclosed  in  the  panel  ensures 
white  space  on  the  left  to  lift  the 
advertisement  from  its  surroundings 
in  the  newspaper's  advertisement 
pages.  The  script  lettering  "  Fix  it 
yourself  with  Rawlplugs"  stands  out 
boldly  and  clearly;  it  is  an  attractive 
as  well  as  an  active  caption.  In  the 
copy  the  words  "  there  is  a  Rawlplug 
for  every  size  screw"  are  sufficiently 
important  to  deserve  the  emphasis  of 
a  "  displayed  "  line,  as  they  at  once 
set  aside  the  possible  thought  that 
these  plugs  need  special  screws.  The 
name  block  is  neat  and  businesslike. 


1^ 


Ym  ymnM  urn  fii  iW*«  liiiiinan 
Hi  I  Iplwi  tartu  I  m  f  Mifi  ■■<  >«— 

willwl  UwMm.  ■Mm Ml  — »— ■  «•< 

wmmm  «*lk*«k  «*Jw  «#*«r*  fftip  yh»  m 


'or.ri/j  "pT's;.  "Sttsm 


lUWLKUC  lATHROOM  FITTINCS 


tMA-  HAM     Pw.  WhM  !•.«.<  w 


i:,:;-'^-:-*-.— .-27/« 

TMC  KAWirUUC  COMTANY.  LTR 
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Halex 

Illustrating  one  pattern 
toothbrush  of  a  series. 
The  drawing  and  the  name 
block  are  both  to  be  com- 
mended. The  lay-out  is 
good  as  a  study  in  single 
column  planning.  The 
name  block  "  Halex "  is 
clearly  drawn  in  pleasing 
script  characters. 


BRITISH    MADE 
TOOTHBRUSHES 

No.]  HALEX  ia  Um  popukr  ^* 
and  pattrtw,  MidMr  too  aoft  aor 
too  bard.  Four  row*  of  HMdliHi 
WMIaa,  cut  eaaaav*  or  Mni^t. 
Xyloate  Ivory  ha^laa  ■*  I 
OrOrtdUhraatooloMs.  1/' 
la  iM  Sa4  mmt  Btack  -Halax' 


MMi 


to  a  maialili  ra^a  ol 
*aa  previdlat  Ihc  ri^t 
i  fcr  avarybody. 

Miii  W  TW  kaUl  XlknH  C  La.  Hdi  Eai.  E4 

cmram  esass  6mas 


"NELL  GWyNS'' 

P^nHqur  Candles 

The  charm  of  these  candles  lies  in  the 
beauty  of  iheir  colours,  the  stately 
dignity  o(  their  shape  aiid  the  clarity 
wHh  which  they  bum. 
At  a  Amshing  touch  to  any  decorative 
Khemc,  be  it  period  or  modem,  there  is 
aolbing  >o  suitable  as  Nell  Gwynn  Candles 


U  AKT  COLOURS 

•ad    kr<    BiAitf    in    33    bH 
OM  OoU.   Apple  tiltn. 


TW  iatm  aa  ideal  pit 
AMica.  <J  ^*mdt  Ommri, 
Di^aa^  Bk»a,  mS  I 


I  ki|k<lM  fHn  mttk  (Ml  Otr/m,  Candka. 
••  *m-  tmf  l«i  ibi  mti  ••  a  PMIal  CMw 


H  M«  ■■•«  aav  < 
■M^  via  MMf 


*    .. 


1%.  od. 


m.  ^  famrimtm 


fmf^m  *^dirt,     Sl»mf  mat  mtttftt4. 
A  MtCa  MMMLeT.  "  L«to  ol  Otte*  Day.,    •■  w  Mi4 


'Nell  Gwynn  "  Candles 

A  half  page  from  a  weekly, 
well  set  and  well  illustrated. 
The  cutting  off  of  the  "  OUR 
NELL"  section  at  foot  is  rather 
too  definite  as  it  tends  to  cut 
the  advertisement  in  two.  A 
narrow  simplex  or  a  close  dotted 
rule  would  have  been  a  better 
choice.  The  student  should 
note  the  weakness  of  the  script 
lettering  in  this  advertisement 
in  comparison  with  the  strength 
of  that  in  the  "Halex"  an- 
nouncement. 
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Insurance 

Until  recently  the  advertising 
of  insurance  has  been  notable 
for  the  information  it  has  not 
contained.  A  statement  of  assets 
and  liabilities,  year  of  establish- 
ment, the  kind  of  policies 
issued  mentioned  by  name  only, 
has  been  regarded  as  all  that 
was  necessary.  We  now  find 
certain  of  the  leading  companies 
realizing  the  fact  that  the  things 
that  matter  are  what  interest 
the  public — what  benefits  accrue 
if  certain  policies  are  taken  up  ; 
what  premiums  are  payable,  and 
other  points  that  make  insurance 
or  assurance,  worth  while. 

Insurance    advertising    quite 


i  nalUT.i<IV  «■*  looiiiY  (ofward  lo  iKc  l.i-ic  when  you 
niay  mafry  or  c*n  K»y  a  buMnns  i"!  you*  owrt. 

BY  Kilnf  a»id<  4  fcf^l  preponiiyi  o*  your  tamtnci 
now,  ullwr  in.Ki>hl>  or  rtiti  Mcoiaj  moMli,  for  itw 
ncki  filirtfi  *M  twemy  y**>».  My,  y««  ean  make  c«rlam 
ol  three  lh,n^:— 

L  A  caih  su<.«  Jown  when  you  marry  which 
w,lt  help  you  to  buy  your  trouMeau,  oc. 

2.  A  t^'ier  ea»h  turn  in  a,U<^  <«  later  on. 
Willi  wti^  y<v  tniiJll  iUrl  in  bukioess 
foe  ycuiaelf,  ov 

3.  An  inct.'k.  r**^  quarierly.  f.v  ihe  rest  ol 
your  li'e.  wliether  you  rrurry  oe  remain 


A  FEW ihillmir ijtii  a*ide  weelrty  anj  invented  man 
■  E^«f\«'''".*n"  policy  w,  h  ihe  PruJenial  will 
■ecu-t  yiHj  ih«s«  hrrvf>is.  11  i  ncv  much  w4h  w)<hS  to 
buy  inder*njeiic«,  aiij  l^err  itm^'mfj^ul  ftam^n^tw^ 

Oft  n  tcvck  to-day  uiik  tkir  nearat  reprcienta- 
lutaf 

THE 

PRUDENTIAL 

ASSIRANCE  COMPANY    LTD. 

<V«,-(yi.w*e     cmrrotixc:  __ 

Holborn  E^ars,  London,   [^ 


Prudential 

Good  style  lay-out  with  a  definite 
message  to  the  public  has  pro- 
duced exceptionally  good  results 
for  this  company. 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


easily  can  be  made  attractive,  informative,  and 
effective  in  securing  results.  There  is  no  reason- 
able argument  to  be  advanced  for  the  retention 
of  the  old  style  form  of  publicity — meaningless, 
and  therefore  sheer  waste  of  expensive  adver- 
tising space.  Neither  need  it  be  otherwise  than 
dignified  in  presentment  of  facts  that  encour- 
age inquiries.  That  recent  insurance  adver- 
tising on  more  modern  lines  than  previously 
has  been  eminently  successful,  is  a  fact  within 
the  knowledge  of  the  writer.  To  deal  with 
facts  and  figures  in  an  interesting  way  so  that 
the  uncultured  as  well  as  the  cultured  can 
grasp  without  effort  the  benefits  of  insurance, 
is  the  copy-writer's  chief  problem  in  this  class. 


l^fes  /iesponsiodities  lyegin- 


Thr  tnA  c4  lU  Hory  m  kctton-^ 
u.    Ksl   life  >  bcfiMHf^  a  mtm 

ckaffct  of  ffOKMWc    ■     «  ncv  hUr 
M«   nvfomiMicin      TV    ilMMfMiul 
wan  ittvt\  KrtoM  co<i«i4rr»iOA  lo  ikr 
Komc  he  n  nulung  Cm  her     THii  it  one 
•f  hn  Moi*  impofUM  moral  oblifsnont 


ffcm  fhc  <l»f  he  pa)>  tin  km  prcwiuai 
o«  Ikis  wMk-ftoAi  Wlioir  Life  folicir.  Ih« 
Mir  »i  MMifJ  for  ^looo  After  10  ftu* 
hr  vitt  ka«e  no  more  pr<fliNH»«  ro  f»y 
ao4  *f  MVfiiM^  KappeM  w  Iimb,  rikotc 
kr  lfft%ct  bthiW  viO  pcccivc  ^loao 
VM  rW  accitfiMlaic4  fvafiu 


•fntwc  lot  prnnatkn  ny>r*t  to  »m  boii  aft 

FRIENDS   PROVIDE>rr  ft  CENTURY  UFE  OmCE 


(.   aiwCkWAY    tOUOON -'«r  (.  i 


I  CN4>MVTt  f4^%u    towauoco 


Friends  Provident 

A  further  example  of  the  modern  trend  of 
insurance  publicity  to  reach  out  for  business  on 
sound  "human  interest"  lines.  The  attention- 
compelling  illustration  is  excellent  both  in  choice 
of  subject  and  execution.  The  opening  words  of 
the  copy  grip  the  reader's  attention. 


Jewellery y  Watches,  Plate,  and 
Fancy  Goods 

The  division  of  class  is  perhaps  more 
pronounced  in  these  sections  of  trade  than  in 
any  other  selling  goods  direct  to  the  public. 
Expensive  jewellery  and  high  grade  fancy  goods 
— costly  hand  bags  and  travelling  cases  with 
gold  mounted  fittings,  for  example — must  be 
advertised  on  very  different  lines  to  those 
employed  for  selling  cheaper  wares  through 
the  average  retail  jewellers,  or  for  mail  order 
trade.  In  the  first  case  dignity  in  lay-out  and 
restraint  in  copy  must  be  the  keynotes;  catch 
phrases  are  out  of  place  in  this  class  of  pub- 
licity. The  higher  the  quality  of  the  goods  the 
less  need  is  there  for  "  copy  "  beyond  a  plain 
description  of  the  article  or  articles  included 
in  the  advertisements.  Beware  of  making  your 
descriptions  too  fulsome  by  the  use  of  unneces- 
sary adjectives.  Generous  white  space  is 
important ;  the  blocks  illustrating  the  goods 
should  be  exceptional  in  quality,  and  the 
entire  lay-out  well  balanced,  inviting,  and 
suggestive  of  the  superlative  nature  of  the 
goods. 

The  advertising  for  medium  class  trade, 
whether  for  shops  or  mail  order  must  be  con- 
ducted on  more  popular  lines.  Usually  as 
many  items  as  can  be  included  in  the  space  is 
the  right  policy,  the  appeal  being  price  first, 
quality  second.  Full  value  for  money  is  a 
point  you  must  stress  in  your  copy — the 
suggestion  of  cheap  prices  and  cheap  quality 
would  be  fatal  to  sales.  If  the  trading  depends 
entirely  on  post  orders,  well  filled  space  is 
needed  more  than  ever,  and  the  copy  must  be 
persuasive ;  shop  trade  being  ruled  out,  your 
advertisements  have  to  produce  sufficient 
orders  to  cover  cost  of  space,  cost  of  goods,  and 
a  reasonable  profit.  Success  in  most  mail 
order  propositions  pivots  on  orders  received 
through  inquiries  for  catalogues  rather 
than    on    direct   sales    of  the    actual    goods 
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advertised  which,  to  secure  a  high  percentage  omit  to  stress  the  fact  that  the  full  list  contains 

of  applications  for  a  full  list,  must  be  selected  "  a  host  of  equally  interesting  bargains  " — if 

carefully  from  the  most  attractive  lines  in  the  you  can   do  so  truthfully.     If  bulky,  state 

catalogues.      In  your  advertisements  do  not  number  of  pages. 


REGENT  PLATE 

lasts  a  lifetime  and  longer 


Thtrt  U  m  Ijifff  MNH 
!*«««■*  ^Jt  ■Ifer.i 

mm    t^m  rttttft   tf 


REGENT 
(R 


PLATE 
Rcfinned)  n  the 
higfaex  quality  Ekcno- 
■IMC  OMde.  Only  tbe 
IbM  Nickcl-SUvn  it  used 
is  in  OMM^Kturc  and  it 
i>  flurd  «ith  ihn<  heavy 
dcpoaia  of  pure  SUvcr, 
ikui  eimihac  unaurpaiacd 
dunbibty  in  wear. 


mA*WTmjnm»    tmAumvL    or 

'Ohe 

GOLDSMITHS 
&SILVERSMrrHS 
COMPANY  L™ 

only  address 

112    RECENT    STREET. 

LONDON.WI 

SHOUSB  STUBT) 


Goldsmiths  and  Silversmiths 

Well  balanced  with  drawn 
lettering  at  foot  in  keeping  with 
the  idea  of  quality.  Suggested 
improvement,  shift  thesquared- 
up  blocks  of  copy  slightly  to 
centre  and  line  up  with  head- 
ing and  name  block. 


LEATHER  GOODS  OF  DISTINCTION 


[  HVIERA  BAG  flU»i;.     A  MgM-l  *«>«fc4 - 

■-f— * J  ^1^— J irirr-t-'i  i  iifti   i 


NEW  DePAKTMENT  HRST  -FU>OA- 
It-t  MEW  SOrtO  mtCCT.  IjONOOtl  W  l. 


Cartier*s 

This  depends  upon  simplicity  for  effect — thoughtful  arrange- 
ment of  white  space  and  restricted  copy.  Note  that  prices  of  these 
obviously  expensive  goods  are  omitted.  Lay-out  generally  indicative 
6(  exclusiveness.     Reduced  from  a  half-page  in  a  weekly. 

tmt  A  HOMi  mnouai  mr 

BNGACEMENT 
RINC 


W5IDO( 

MOUNTS 


«o-»»  !••»»  SmSSRSSSi  '*""'  t»-»«> 

^  ^  ^     ^  ^>  <^ 

{«.(»  f«-^  £»«-t*o          i»-fti  (i«*f«  fo-l« 

^»  ^  <^   <^  <^  ^ 

f-f  »•••  itZifs      <•-»•  if-m  ^••i« 


i»*i»  ^«^  (e.t^  t^- 


(•-IV         {•.»        t'-lf        If'ln        {o.iB        !'•■.»> 


Bravingtons 

Good  example  of  medium  class  jewellery  Press  advertising. 
Adherence  to  a  similar  style  for  years  argues  this  as  successful 
publicity.  The  popular  appeal  "  Every  woman  sees  a  home  through 
her  engagement  ring  "  is  a  good  slogan  used  consistently  by  this 
firm. 
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Mail  Order 

The  examples  illustrating  this  section  are 
typical  of  the  advertising  of  mail  order  organ- 
izations   which    depend   entirely   on    orders 
received   through    the   post.   Successful   mail 
order  trading  for  many  years  past  is  a  full 
endorsement  of  the  policy  these  firms  pursue 
and  the  style  of  advertising  they  follow.    How- 
ever small  the  space,  each  advertisement  must 
be  complete  in  itself  and  tell  the  story  in  a  way 
to  cause  action  on  the  part  of  the   reader, 
either  in  the  direction  of  inquiries  for  a  full 
catalogue  or  by  orders  for  the  lines  advertised, 
or  both.    These  points  are  all  that  need  con- 
cern the  copy-writer ;  once  the  order  or  inquiry 
is  secured   the  problem   of  obtaining   repeat 
orders  from  the  same  sources  is  a  matter  for 
the  inside  staff  of  the  firm  running  the  business. 
It  is  in  mail  order  operations  that  the  cumula- 
tive effect  of  steady  advertising  is  most  import- 
ant.   The  absence  of  retail  shops  for  buying 
in  person  makes  the  need  for  continual  effort 
to   tap   new  prospects  absolutely  imperative, 
the  percentage  of  repeat  orders  in  this  line  of 
business  being  much  lower  than  is  the  case 
where  personal  shopping  is  possible.    Hence 
the  copy  must  be  "  full  "  ;   the  urge  to  buy  or 
write  for  list,  put  as  strongly  as  you  know  how, 
and  any  selling  lines  included  in  the  advertise- 
ments— obvious   bargains :     these   are  some- 
times offered  below  cost  to  secure  immediate 
action,  further  purchases  from  the  catalogue 
usually  enclosed  when  dispatching  the  goods 
being  relied  upon  to  compensate  for  any  risk 
of  loss.    Practical  experience  has  proved  that, 
in  many  instances,  a  bold  offer  to  allow  a  "  free 
trial  "  of  goods  for  a  stated  period  or  the  now 
generally    used    clause    "  money   returned    if 
not  satisfied  "  is  a  perfectly  safe  policy.    It 
induces  confidence,  and  it  is  a  curious  fact  that 
the  percentage  of  "  returns  "  from  dissatisfied 
customers   is   usually   considerably   less   than 
when  such  phrases  are  omitted ;    and  more 
business  results  through  the  purchaser  feeling 


that  he  or  she  has  an  alternative  should  the 
goods,  in  their  opinion,  not  be  "  as  described."^ 
These  remarks  apply  still  more  particularly 
where  the  mail  order  proposition  is  a  new  one  » 

For  BtJtim*  Comfort  aoj  Hooltk. 
SPECIAL  •OatECT-FKOM-WrrNEY'   OFFEX    OF 

MAGNIHCENTFEATHERBEPS 

So  Soft-So  Warm-wrMi  atronc  Hard  WawlnsTlcka 

ONLY  SELECTED  WASHED  FEATHERS  USED 

THE  WTTNEY  BLANKET  CO.,  LTD. 

•n.  W«M  F«Mi  Fba  Wi*  W«U  fmoi  Ma.  lU.  Tli.  (Mm. 

musr  nmj  akUMtao.   ncis  cuumm  runnftoor. 

AU  fAMtKvijun  Aim  r*mKm  or  ticks  nut.  w»o  couroit. 

Ha.  Ii   Ik.   '  --  * 


CUAtAHTtt 


I*  «g  *i  ttmm^itmtmmkwmt 


ag  g.S£-.=.-a.05sr:.-. 
sn  ^**"*  ■~'  -» — .•'7  Si!*"  "• 


■  I  I   l»ll        ^.r» 


i llgLY  PBX  M  COUPON-^ 

9mm  urna.  ^k  H.  mf ..      .-  ■ 

nfWIMBlAflKnfflliTDlWIINW 


frit 


ney 

A  good  example  with  its  composite  sketch  illus- 
trating value  points  of  interest  to  the  housewife. 
The  "  Purity "  guarantee  and  the  "  pattern  " 
coupon  are  strong  selling  points.  The  size  of  the 
illustration  suggesting  plenty  for  money  should  be 
noted.  Prices  are  not  quoted — unusual  in  mail 
order  advertisements — reliance  being  placed  appar- 
ently on  the  crowded  "  persuasive  "  copy  to  draw 
inquiries.  The  fact  that  this  firm  advertises  regu- 
larly in  national  newspapers  indicates  that  their 
policy  is  successful. 
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a  certain  amount  of  courage  is  needed  to  send  MotOT-CarS,  Motor-CVcleS ,  and 
money  to  an  unknown  firm.  The  CO.  D.  (cash 

on  delivery)  plan  is  a  still  better  "  business  JiCCeSSOrWS 

builder  "  when  launching  a  mail  order  cam-  Both  trade  and  general  advertising  in  this 

paign,  the  quality  and  utility  of  the  goods  class  call  for  caution  in  dealing  with  technical 

being,  of  course,  the  keystone  of  the  business  details,  more  especially  in  writing  copy  for  the 

it  is  proposed  to  build.    In  mail  order  opera-  trade  journals.    The  majority  of  the  readers  of 

tions,  to  test  results,  it  is  usual  to  "  key  "  each  the  latter  class  of  publication  being  engaged  in 

advertisement,  either  by  number  references,  the  trade,  either  as  mechanics  or  salesmen,  are 

set  between  name  and  address — "  Dept.  i,  2,  quick  to  detect  errors  of  statement  or  incorrect 

3,"  and  so  on — one  figure  to  each  publication,  usage  of  technical  expressions.    In  trade  adver- 

or  by  initials — "Dept.  D.M"  for  Dai/y  Mail,  tising  the  safer  plan  is  to  "cut  the  cackle" 

and  get  down  to  bedrock  facts  such  as  can  be 
found  in  the  engineers'  specifications — if  cars 


Dept.  D.N."  for  Dai/y  News,  and  so  forth. 
Graves 


These  two  advertisements 
also  endorse  the  "  crowded 
copy  "  policy  for  mail  order 
and  indicate  to  some  extent 
the  variety  of  goods  this  firm 
distributes  on  easy  payment 
terms.  Their  policy  is  to 
insert  more  than  one  adver- 
tisement in  the  same  issue  of 
a  newspaper ;  a  profitable 
plan  for  "  mail  order  "  trading. 

This  mail  order  firm  is  one 
of  the  oldest  and  most  per- 
sistent in  this  class  of  advertis- 
ing. The  larger  spaces  they 
at  one  time  made  use  of  have 
long  since  been  relinquished  in 
favour  of  many  smaller  adver- 


tisements which  are  probably 
more  productive,  although 
their  number,  in  contrast  to 
earlier  bookings,  may  be  rela- 
tively no  more  expensive  in 
the  aggregate.  The  writer 
tested  this  policy  in  connection 
with  an  equally  well-known 
mail  order  organization.  By 
inserting  two  3-inch  advts. 
in  different  pages  of  the  same 
newspaper,  instead  of  the  usual 
6-inch  ad.,  applications  for 
catalogues  increased  consider- 
ably —  roughly  an  increase 
of  20  per  cent  over  the 
average. 


or  motor-cycles — and  information  obtainable 
direct  from  the  manufacturers  in  the  case  of 
accessories.  It  is  nearly  always  possible  to  find 
some  outstanding  point  which  you  can  adopt 
for  a  strong  headline  in  trade  or  general 
publicity.  If  nothing  sufficiently  important, 
i.e.  differing  from  similar  propositions — seems 

The  New  Morris  is  Better  because  :- 


PRICES    FROM    <14S    lO*. 

MORRIS  MOTORS  (1926).  l^OOWLEY,  OXFORD. 


Aforris 

As  a  technical  appeal  this  is  excellent.  Each 
item  is  dealt  with  separately  and  simply — good 
"  reason-why  "  matter.  The  whole  advertisement 
is  attractive  and  a  "  seller." 


I'l 
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Motor-cars  etc. — {continued) 

available,  "  service  "  is  a  good  line  to  empha- 
size— quick  delivery,  expert  overhaul  before 
dispatch,  etc.  When  advertising  in  the  general 
Press  keep  technical  points  secondary  to  the 
main  copy,  which  should  treat  of  the  use  of 
the  car  for  touring  or  for  business;  the 
exhilaration  of  open-air  travelling;  durability 
of  construction  ;  low  cost  of  upkeep,  and  any 
other  points  claimed  for  the  car  or  machine 
you  can  make  use  of  as  a  lever  for  sales.  In 
short,  make  your  lay-out  attractive  and  digni- 
fied. If  you  introduce  a  photograph  or  sketch 
let  the  block  be  large  enough  to  show  details 
clearly.  Write  your  copy  according  to  the  class 
you  approach  ;  this  is  determined  by  the  price 
of  the  car,  cycle  or  accessories  you  advertise. 

This  section  of  advertising  activity  bulks 
very  largely  indeed  in  the  huge  annual  expendi- 
ture on  publicity  in  commercial  interests,  and 
the  continued  rapid  yearly  increase  in  the  use 
of  motor  vehicles  for  business  and  pleasure 
will  demand  a  correspondingly  big  develop- 
ment in  competitive  advertising.  The  student 
should  therefore  pay  particular  attention  to  the 
openings  in  this  direction  that  may  develop 
in  the  future.  If  you  can  handle  a  car  or 
motor-cycle  and  are  an  enthusiast,  given  the 
opportunity,  your  copy  should  be  convincing 
as  well  as  practical.  Yet,  always  bear  in  mind 
that  it  should  appeal  to  those  who  do  not  own 
a  car  or  cycle;  write  your  copy  accordingly. 

Dunlop 

Strong  in  lay-out,  copy,  and  illustration.  In 
contrast  to  the  Morris  technical  appeal  the  opening 
matter  is  based  on  "  enjoyment."  Note  the  insist- 
ence on  the  tjres  rather  than  the  car  in  the  sketch, 
and  the  excellent  Dun/op  slogan  at  foot.  The 
Dunlop  Road  Guide  advertised  in  the  concluding 
paragraph  of  the  copy  is  one  of  those  admirable 
"  Service  '*  developments  now  to  be  met  with  in 
certain  sections  of  trade.  The  book  is  no  doubt 
well  worth  the  money,  and  even  if  cost  of  produc- 
tion only  is  covered  by  the  sales  it  secures  perma- 
nent publicity'  for  the  firm. 

5«> 
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PACKARD 

AO.     Models     Reduced    in     Price 

The    r>cUc<l    ku  to  o<ua    kna   4ncnb<4  m  "Tka 

lliJlioAaire*.  Car**  that   it  •ecms  alaMit  «  Mcnlcfa 

lo  ttaa4  b«ud«  n  aa4  il>om  "•  pfKt.     H<n»«»«, 

iht  tKw  pticn  a<m  opttativr  cmaialy  briaf  ika 

Failaaii    •iihu    <bc    Fcj<h  ot  a   uUl   <n^ 

UU  oi  diKtrainc  awfi  aad  waxa.    WUn 

a  caa  acvn  b<  >aid  that  tlvta  >  tmy 

ihiai  cheap  aboai  a  Packaid,  x«  iha  , 

t-c,U»<fct    Salaaa    tt    L«a«  aow 

iiatt  ««y  Back  Um  tkaa   a 

thsawad    poaaJt.      Ptka 

re4aciion.  ol  other 

medeh    <n    proportwa. 

Scfid    lor    (jtalogac 


uii'icr  tt4rmi 


SMtjiritOoUS 


"ASK    THE 


Airway  Travel  is  safe  ^ 

Ohe  principal  UA 
Assurance  tWtces 
have  recognised 
ihestdetiiqCtravfi 
buBrUtsHlmperui 
Ainvtys 

THE  nttf*  tlccuKHi  oi 
prKticaUy  all  the  Lite 
Aiautancr  Odicea. 
wkcrcb)  ordinary  ktc  aaatf 
■iKe  policiranowcovcf  aP  riik 
a<  Ulal  accidnn  lo  liavcOria 
on  BRITISH  croar^tMnnd 
Airwaya  ia  a  convincing 
tnbitfc  lo  the  aalety  o4  Iravri 
in  ihc  machin«a  oi  linpenal 
Airwaya  Lid  (Ac  anfy  BrifiiA 
Aif  Line  la  anJ  from  iKt 
Cfihntnl 

Every  day,bciotebcintP«< 
into  aerwcc.  each  Imperial 
Airw«yainachinei«in»pecled 
MiJoaindby  Iniprctnncer- 
iJlicj  by  ihr  Covrmmeal 
Aeronautical  Department. 

Travel  by 

IMPERIAL 

AIRWAYS 

^,„„^  maon .  aaaaa  ■  a*a< '  nancM '  oamv  -  aawMu '  cotocw  .AMntaoAM  NAmvn .  iOLM 

A-A  f^  f^fmtmmlm.  frmm  any  Trmmt  Agmmty  mr  mrttm  m  VA««<  ra  |A«  C%m^tm» 

IMPERIAL  AIRWAYS  LTD_  Tlw  Air  Port  of  LoiMion.  CROYDON 


Guaranteed 
like  a  Watch 

How  many  mami&cturm  hare  die  cnin|e 

■id  ibe  onAdcnce  to  xuataoice  a  aa*Maai 

a»1iiyrfariheirlT««> 

AnadKd  to  every  North  Britiah  CUMoa* 

COBD  Molor  Tyre  IS  a  card  wfaicfapiaivitBea 

1.  I i---'t. ''~    It  H  a  guaaotee 

wittdi  n  goicnwsly  inteTptcted  —  a 
gaaianm  not  only  against  Dunts  md 
Elomnt  but  ooc  whicb  mcau  dial,  if  Tec 
any  rcasoo  other  than  obvious  tBinac  your 
lyia  bil  to  reach  the  iruarantced  Mpwaiaa 
die  oiiDiifoctutcrs  nuke  up  the 


This  Cuaraaee  does  not  set  a  hmit  lo  the 
Mr  of  Nonb  Britah  lyica— but  It  docs  put  a 
Hit  to  your  lyie  catti. 


NORTH  BUnSM 


MOTOR  TYRES 

Cuarantecd  7.000  milci  Miit*ni«m 

O^f  t*m*  Brin^  q>«iMWil  Tyra  ■>• 
lAPSON  S*;PEIl.COMFORr   TWES 

XTut  iiir^"""  ■•  *-""^- 
AlR'STRUTtfG   LOW   PRESSURE  TYRES 

IIO.«CKVIi,O0OKtalc* 


THE  NORTH  BRITISH  Rl  BBLR  CO  LTD 

5ain  •■(CWM  fti»»— a» 
•n-.-^  roTTCNHAM  COOT  MD,  *  < 


Packard 

High  class — a  good,  cleanly  laid  out  lo-inch  triple 
column  newspaper  advertisement — an  appeal  based 
on  "  reduction  in  prices."  The  triangular  setting 
of  the  copy  emphasizes  the  white  space  on  each 
side  and  leads  directly  to  the  slogan  at  foot,  "  Ask 
the  man  who  owns  one." 


Clincher  Cord  Tyres 

Well  set,  good  copy  based  on  "  mileage."  The 
"  comparison  "  sketch  ramming  home  the  guarantee 
is  definite  and  easily  grasped. 


Imperial  Airways 

Included  here  rather  than  in  a  separate  section  ; 
motoring  in  the  air  is,  after  all,  actual  in  fact.  The 
advertisement  is  excellent. 


IM 
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There's  Logic 
in  die  Red  CaUnet 


H  A»  Good  M  Shdl  IMroll 


Shell 

Simple,  businesslike,  and  planned  to  inform 
motorists  ot  a  new  departure  ;  convincing  text, 
more  readable  if  set  a  size  larger.  The  "  red 
cabinet "  block,  to  make  this  possible  without 
spoiling  effect,  would  stand  slight  reduction. 


SIDDELEY   BIT  :^ 

FOURTEEN       ^C-  .~^- 
~  £325* 


^lu^isxnam 


Office  Equipment 

The  advertising  in  this  section  does  not  bulk 
very  large  in  comparison  with  that  of  staple 
products,  yet  some  good  work  is  put  out  to 
create  sales  of  office  needs.  Space  does  not 
admit  of  treating  this  subject  otherwise  than 
briefly;  the  three  advertisements  reproduced 
may  be  classed  as  good  examples.  The  student 
should  consult  the  various  business  magazines 
for  advertisements  of  other  details  of  office 
equipment. 


The  Book-keeper 
the  Cashier,  and 
the  Stock-keeper 

K«nqt  AvaiMMW  ^    -"--|  "itiiiiiiii  I 
¥•■  «■  IN  Ml  >J*  k^M.  Ul  KalMMM  CMt>  Ui 


«•  aMMMirf  ■>  IM  hi  7 


WAafrfiA 


Kalamazoo 

Loote-leaf  Books 


Kalamazoo 

This  would  have  been  improved  were  the  block, 
displayed  heading  and  matter  raised  slightly  to  give 
more  "air"  at  the  foot.  The  copy  also,  with 


Armstrong  Siddeley 

On    ultra-modern    lines   yet    practical.  Whilst      . ...      „ _,.    ,  „,  ,,,„,  ^„„ 

extremely  ragged  m  lay-out  the  idea  of  iUus-  advantage,  might  have  been  less  and  the  opening 
trations  to  emphasize  the  points  claimed  for  the  lines  of  the  introductory  matter  set  a  size  larger  to 
car  IS  excellent.  \^^  ^^le.  reader  less  abruptly  from  heading  to  text. 
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MaJimes  QreatAapusitian: 


A     ^  The  CammetKr 

MULTICRAPH 

THE  IfnXJtNATlON AL  MULTICRATH  CO.  tmn»m  LTD,  it  ita  M.ftw»  vw^^  UMOON.  KCi 


Multigraph 

Although  in  appearance  this  looks  more  compli- 
cated than  in  its  original  size — 1 1  in.  across  three 
columns — it  is  good  advertising  of  a  testimonial 
from  an  important  customer.  A  busy  advertise- 
ment with  only  one  objection — it  advertises  the 
client  as  effectively,  if  not  more  so,  than  the  firm 
itself. 

Roneo 

This  miniature  of  the  original  whole  triple 
column  advertisement  in  the  daily  Press  is  very 
efficient.  The  launching  of  a  deferred  payment 
scheme  in  such  a  connection  is  put  forward 
courageously  as  a  new  departure  in  the  firm's  1927 
policy.  The  entire  lay-out  hangs  well  together, 
and  the  copy  is  excellent ;  the  type  sizes  in  the 
original  are  just  right  for  the  space  the  announce- 
ment occupied.  The  student  should  note  the  side- 
by-side  columns  in  the  centre,  which  make  for  easy 
reading,  in  contrast  to  matter  set  right  across  which 
is  difficult  for  the  eye  to  follow  quickly. 
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YVnTHOUT  dcpartinE  from  the 
"  policy  which  has  been  thcira 
lor  over  a  quartet  o(  a  century,  but 
In  Fciponsc  to  a  certain  demand, 
Rnneo  Limited  have  decided  to 
offer,  where  it  it  desired,  a  Deferred 
Payinent  Swtctn  10  dKMC  firms  who 
feel  that  tncy  ou^  v>  cnioy  the 
benefits  of  the  most  up-to-dare 
Oftoc  Equipment,  but  do  not  con- 
aider  chemscK-rs  iusti6ed  in  dis- 
I  their  Coital  at  the  present 


Vithout 

disturbing 

Capital* 

Roneo  Ltd.  now 
enable  every  busi' 
ness  to  have  die 
most  efficient 
modern  office 
equipment  widi* 
out  disturbing 
capital 

IN  making  this  announcement,  Roneo  Ltd. 
^  have  in  view  the  prospect  of  a  national 
business  revival  in  1927,  and  the  fact  that 
every  ounce  of  efficiency,  every  peimy  d 
capital,  is  tieeded  in  British  Industry 
to-day  as  rtever  before. 

In  taking  this  step  at  this  time. 
Roneo  Ltd.  fe«I  that  th*v  wiU  not 
only  be  following  sound  and 
accepted  ecooomic  principle*,  bus 
will  eiiablc  nuny  6nns— who  mig^ 
otherwise  be  at  a  diaad 
make    the   moK  of 


Rooeo  Limited,  in  deciding  upon 
thia  innovation,  realise  that  the 
Moapect  of  a  big  business  revival  in 
H27  oios  opportunities  of  which 
fan  (dvMiiaK  can  oohr  be  taken  br 
■he  moat  aKkm  and  upo^late 
■■(daodi,and  ihc  wist  uac  «  captul 
(ocdevekifnKiu  and  apamioa. 


them.  Rooeo  Ltd.  will  be  pleased 
to  send  yoa  illustrated  UtcTstur* 
describiflc  id  detail  their  range  of 
All-Bciltah  Swl  OIBce  Furmtuic 
and  ofioe  cflksetitT  applunccs,  free 
on  request.  Atterrutively,  you  arc 
invited  to  visit  the  Rooeo  Show* 
rooms  or  to  ask  our  rcpKsentatlvt 
to  call  upon  you  aivi  explain  ho« 
Rocteo  products  can  assist  yon 
during  1927. 


Cdl  M  dw  RONEO  Showroom*  tot  demooscntioa  *od 
•dute,  or  adt  oar  rnma<nra»l»«    lo  call   vpoa  tow 

ALL.BRITISH    MODERN 
OFFICE     EQUIPMENT 

RONEO  LTD,  $-11.    HOLBORN,   LONDON.    ICl 

mti  7»«l  BISHOPSOA'n.  ECJ 

rik>  k  rii«««  ^11   III*  Cd»  »>«.  b^bA  I 
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Passenger  Transport 

Press  advertising  for  passenger  traffic  bulks 
largest  in  the  interests  of  the  "  tubes  "  and 
motor  omnibuses.   Tramway  traffic  makes  a 
good  third,  yet  none  of  these  three  means  of 
rapid  transport  from  one  point  to  another  is 
assisted  by  Press  pubhcity  to  an  extent  that 
reaches  anything  near  that  of  campaigns  for 
the  sale  of  staple  goods.   The  opening  for  good 
copy  to  induce  the  general  public — as  distinct 
from  those  travelling  daily  to  and  from  business 
— to  make  more  frequent  use  of  the  facilities 
provided  by  the  network  of  underground  rail- 
ways, and  the  wonderful  diversity  of  routes 
available  to  passengers  using  the  motor  buses 
and  tramcars,  is  extremely  broad.   The  pleasure 
side  of  the  proposition — the   swift   convey- 
ance by   tube  to  places  outside  the  greater 
London  area — is  full  of  material  for  interesting 
copy.   The  open-air  journeys  by  motor   bus 
and   electric    tramways,    by    routes    winding 
through  crowded  industrial  areas  to  pictur- 
esque country  districts,  also  give  an  impetus  to 
the  copy-writer  who  seeks  subject-matter  that 
enables  him  to  combine  strong  human  interest 
with  his  "  selling  "  talk,  which  he  must  always 
remember  is  the  base  of  his  efforts.    The  urge 
to  travel,  supported  by  economical  expenditure, 
the  pleasure  goal,  the  children's  health  and 
other  sound  reasons  for  doing  so,  is  a  theme  as 
fascinating  as  the  copy-writer  is  likely  to  have 
the  opportunity  of  dealing  with.    London  and 
its   surrounding  country    provide    points    of 
interest  as  useful  for  advertising  purposes  as 
any  connected   with   propositions  for   travel 
abroad ;    the  appeal  is  wider  and  the  subject 
affords  infinite  variety  of  treatment  both  for 
the  lay-out  man  and  the  copy-writer. 

The  rapid  development  of  passenger  trans- 
port by  chars-i-bancs  affords  interesting  points 
for  conjecture.  These  vehicles  have  been 
increased  in  size,  comfort,  and  convenience, 
and  may  eventually  call  for  expert  advertising 
as  competition  becomes  still  more  acute. 


DRIAMS  OF  THE 
'TWlLrTH' 


....  of  th«  thouunds  »f 
braM  that  hav*  fallan  M 
your  gun  f— jixt  ■■  In  bad 
at  homa.  Vat  you  have 
travedad  400  milat  t« 
Scotland  in  ona  of  tha 
East  Coaat  Sla«piDC*Car 
Expraiaes  whiel>  laava 
Km  j*8  Croas  avary  avaniog 
fop  Edinburgh.  Ctaagow. 
Fort  William,  Ab«rdaan. 
Loaaiamouth.  PartN 
and  Invernast.  Tbay  ar* 
parfaacly  appointad  fo* 
siacpu 

By  day  tha  "Plyial  6eot» 
man."  othar  Raataurant- 
Car  Traini  and  a  Pullman 
Train  laava  at  aenvaniant 
tetarvmla. 


4<  'On  TViafM  * 

•rfaHM    < 


rrrtst 


Artmmiamt  im 


KING'S  CROSS 
for  SCOTLAND 

SHORTMST 


L.N.E.R. 

These  two  advertisements  (8-in.  and  3-in.  single 
column)  are  both  good  publicity  ;  the  body  matter 
of  the  8-in.  would  have  been  more  easily  readable 
had  it  been  set  a  size  larger.  The  smaller  one  is  an 
instance  of  good  use  of  limited 
space,  and  in  this  respect  is  a 
better  advertisement  than  the 
larger  one.  Great  variety  is 
shown  in  the  advertising  put  out 
by  this  Company.  An  additional 
example  is  given  on  page  65  as  a 
demonstration  of  publicity  on 
"reader  "lines. 
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y 


Slr<&"^ 


A  WORD  IN 
SEASON 


«s' 


J 


'_/!¥ 


REFLECTIONS 

Memories  of  a  happy  day  on  the 
river.   Taking  life  easily  for  a  few 
hours  in  a  punt.  Just  a  little  work 
with  the  pole  now  and  then,  but 
mostly  a  lazy  drift  down  stream  with 
a  pause  for  a  picnic  lunch  in  the 
■hclter  of  the  river  bank.  Then,  in 
the  cool  evening,  the  return  journey 
on  the  moon-silvered  water. 
Why  not  arrange  this  pleasant  pro- 
gramme or,  if  you  have  done  it  before 
—do  it  again?  There  are  many  ways 
to  the  river— Bus  Route  33D  will 
take    you    from    the    Strand    to 
Richmond  or  Teddmgton:  Peuie  858 
runs  from  Putney  Bridge   unJcr- 
ground  Station  to  Kingston;  Route 
87  from  Highgate  to  Twickenham, 
andaoon. 


Nnl-epgroOnD 


jf.PMmt' 


t*—* 


A  SEASON  TICKET  is  cheaper 
dian  die  cost  of  taking  separate 
tidcets  eveiy  day. 

A  SEASON  TICKET  saves  time. 
There  is  no  dday  at  die  booking 
office  or  ticket  barrier. 

A  SEASON  TICKET  enables  you 
to  travel  as  often  as  you  wish.  Your 
pleasure-riding  is  free. 

A  SEASON  TICKET  in  your 
pocket  gives  a  sense  of  freedom 
and  helps  to  create  r^ular  habits. 

MONTHLY  AND  QUARTERLY 
"SEASONS"  ARE  ISSUED  ON 
DEMAND  AT  UNDERGROUND 
STATIONS  FOR  THE  PRINCIPAL 
JOURNEYS 


GET   ONE  TO  DAY 


MNDERGROyND 
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Underground 

(Two  half  double  column  advertisements.) 
"  Reflections "  is  exceptionally  attractive  besides 
being  novel  in  treatment.  Its  main  theme  is  rather 
directed  to  create  extended  traffic  by  various  motor 
bus  routes  which  are  also  controlled  by  the  "  Under- 
ground" combine.  The  "Word  in  Season" 
advertisement,  dealing  with  the  advantages  of 
"  season  "  tickets,  is  terse,  sound  in  construction, 
and  well  set  in  suitable  size  type  for  quick  reading. 

J— (6083) 


It  is  fitting  to  place  on  record  here  that  "  London's 
Underground  "  was  the  pioneer  company  in  raismg 
the  standard  of  railway  advertising,  more  especially 
in  the  direction  of  poster  publicity.  Both  m  poster 
and  Press  advertising  the  great  trunk  railways  have 
effected  vast  improvements  in  recent  years  and  a 
similar  advance  is  to  be  remarked  in  the  production 
of  handbooks  to  encourage  the  use  of  the  facilities 
their  lines  offer  for  passenger  transport. 
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3.000,000  Paucagm  ■  iay  m*«l  by  L.CC  Tnmi. 

wm,  whiak  aliaH  the  widMi  faeaitict  ai  low  tea*. 

500M0  iourncyi  a  day  an  made  with 

RETURN  TICKETS 

Ordinirjr  ntiau  (<ra  tre  ■  Sd.  I"'  3d.uii|l<| 
6d.  for  4d.  ihiflci  M.  lor  Sd,  im|i» 
To  M*e  tioM  Iken  art  utn^a  ficiJiiia  Im 
bd,  'nd  Sd.  ntun  joonicyf  bctwcui  nbofb 
•nil  CnMnI  London.  At  la  tarly  diM 
complete  ficilititt  will  ipply  to  Sd,  rttwn  fttm. 

noM  DBTRicrs  or  ioaiu)  tk«  rnwr  ca»  to 

Bafliam.  Toning 

w  mDleoon  •       • 

Norbury.  Stmtlna        • 


Teottaft  Kffratatton.  Siliwen 
or  (Mr  laa<M  lir)  W|     ' 

,  ■rlatea 


Nonroad.    H<nM   HOI 
Fttkhwn   Ry*.   Dulvkk 

and  CacfoH  •       -       •       •  i 
Akkay  Wood.  Woolwick.  ' 
CnwnlLh.  LawiikwR.  Cat- 
toad.  BrocUcy.  Fbmt  HUt  i 
LParliaai-tiUirdt. 


n.) 


rHa 


Camfeanna  Cm*. 
NawCraaa. 

KiogaCroaa. 

ArchwayTanra  lorMooraaM. 
HjakkaiT  «oe  County  Hat[ 
Tb*  Aa*a(  to  AMaragaK. 


byry.     Tha  Aat'l   far 
Aidanaat*  or  Saillhfltld. 
Halaiiia  Junctloa  or  Balli  Poau 
Xd.  lor  Moor(aic.    Sboradinh 
er  DalHon  tor  Halbara. 
Hackney 


i 
I 
I 


Stamfofd  HiH  •      •      •       • 

Ltytaa.  LaaBridtt.b.Claplaa 

0«h«r  trin.fer  ficilitin  are  anilaUc  bctnecn  Suburta  and  Caniral 
London  pclnti  not  pnxridcd  with  dirca  lenrieai.     In  addition,  a 
feiurn    p»iengar    who    uavcli    to  ona   Central   London   poiri 
may  rMnrn  from  inoihar.     The  ticket   fim   fall    informauoa. 
Ratam    TiabMa  — uva   time,   aa*a   money 
and   give  choica  of  natc)   in   both   direciioni 
Workmaa  JeumeT*.— Return  facilitm  ai 
dcjcnbeJ  above  apply  lo  4d.    and   6d.    farel 
For  Several  Jottniay*.  —  Ride  at  « ill  for 
1  .  all  day.     Board  an/  car  and  ch.u)|a   any> 
where  in  London,  Lejrun,  WimblcJon. 
For  laid-day  travel  from  Monday  to  Friday 
lite   (are   for   a   linglc  journey  u  jd.  all  ilie 
way.  with   lon|ar   Id.  atagea. 
Childran  oadar  14  pay  Id.  lor  3|  milaa 
and  2d.   for   an/  idiiunce.     Id.  at   niid.dar 
Monday  to  Fr-  'ay. 

Tl.  ('>^  fmrm  tff/f  M  1(4  aMt  tf  rmit  n  li^h.,  1,,^ 

ft'  /■"  <»^•  if  »a««  aff/.  N  —,  i^f^,^  » it«w«., 

•»  •»   UCC    rmvrigr,,   >'»n'ia   f.««««n>,  V.C.I. 

■C.C.  TRAMS 

UNDER  COVER  ALL  THE  WAY 


'ilUtllllllll 


L.CC.  Trams 

"  Under  cover  all  the  way  "  is  a  good  "  selling  " 
slogan  for  the  bad  weather  season.  The  subject  of 
"  Cheap  Fares  for  All  "  is,  however,  dealt  with  in 
too  much  detail,  the  only  excuse,  perhaps,  being 
the  possibility  of  an  advertisement  of  this  kind  being 
kept  for  reference  by  those  interested. 


Patent  Medicines,  etc. 

Except   in   publicity   connected   with    the 
more  common  ills  most  people  are  liable  to, 
the   advertising   copy    for   patent    medicines, 
surgical  appliances  and  allied  goods,  should  be 
written  in  all  seriousness.   The  virtues  of  a 
mild  aperient  may  safely  be  associated  with 
sketches  of  humorous  character,  as  has  been 
abundantly  proved  by  a  certain  outstanding 
example — Kruschen  Salts.    Patent  medicines, 
however,  of  the  kind  intended  to  relieve  com- 
plaints recognized  as  possible  forerunners  of 
serious  trouble,  if  neglected,  must  be  handled 
with  great  caution.   Enthusiasm   in  writing 
up  the  copy,  whether  for   Press  advertising, 
circulars  or  booklets,  must  not  be  allowed  to 
advance  exceptional   claims   for   the  specific 
which  cannot  be  substantiated.    Any  medical 
"  talk  "  must  be  strictly  accurate  in  relation 
to   the   complaint   for    relief  of  which    the 
medicine  or   other  preparation   is    intended. 
The  startling  headlines  used  in  the  past  are 
no  longer  considered  necessary  to  sell  patent 
medicines,  whicl^  have  now  gained  the  confi- 
dence of  the  public  to  a  far  greater  extent  than 
ever  before.    Exaggerated  claims  are  no  longer 
accepted  in  such  good  faith  as  in  earlier  times; 
the  advertising  is  generally  cleaner,  better,  and 
consequently  more  convincing.    A  good,  plain 
statement   of  the   uses  and   benefits   of  the 
specific  advertised  is  a  sounder  selling  policy 
for  creating  permanent  business  than  any  of 
the  old-style  imitations  in  print  of  the  methods 
of  the  quack  medicine  vendor  of  street  corner 
notoriety,  associated  with  the  later  period  of 
the  last  century. 

Medicinal  preparations  provide  a  vast  adver- 
tising revenue  for  newspapers  and  periodicals, 
and  the  field  is  ever  widening.  It  has  not  been 
possible  to  include  in  the  examples  illustrated 
certain  other  advertisements  of  equal  merit. 
The  selection  is,  however,  typical  of  the  best 
in  this  class. 


56 


TYPES    OF    LAY-OUT    CONSTRUCTION 


U 


versui 

WINCARNIS 


Miss  Justine  Johnstone 


Does  your  morning  tram 

crow  the  ocean? 


■»A.ra_i4.>toM, 


7» r*      "t ^' rte'  n. 

.-     Ill  a-^ 


Mm.-*  m  mw,!  ,*  ■■   a,  «  ,riB 

_!,  ,.  .^  .  -a.  .  MP  t.* 


AO.».,  ••...--I    — »<  ill  nianiat.*««aw«i 


Kruschen  Salts 

frtteut    constipation    and  rktnmatisM 


fiB-m 


_     jWMhi«_«       ■    fe. 

^  f^  ""^  *    a>  tiiadii      Deal  ^  "^—m 
■a    jaa  XV    ytrntanm.    Cb  n  a^dayf 


WiNCARNIS 

"The  Wine  of  Ufe' 


JVincarnis 

Good  "  medical  "  adver- 
tising which  took  advantage 
of  the  prevalence  of  influenza 
at  the  time  it  appeared  ;  always 
a  policy  that  makes  for  in- 
creased sales.  The  four  lines 
in  italics  form  a  vigorous  fore- 
word to  the  main  copy. 


The  famous  Actreaa,  film 
Star  and  Beauty  Sptcialiat 

tor/let : 

"'  I  'HE  greatest  iactor  in  the 
I  acquisition  of  beauty  is  Good 
Jl  Health,  therefore  1  want  to 
pay  my  tnbute  to  Phosferine,  (or  I 
find  that  its  regular  use  fortifies  me 
against  both  mental  and  physical 
strain.  As  you  know,  I  do  a  tremen- 
dous amount  of  film  acting,  and  I 
was  Leading  Lady  in  that  charming 
little  comedy  '  Polly  Preferred.'  To 
keep  one  up  to  the  pitch  with 
no  feelmg  oi  lassitude,  believe  me, 
Phosferine  is  the  tonic." 


(XK^  IF/TH"  THE  'DANCE 

Ufe  |oat  widiiaore  of  a  airiac  <»4ay  thaa  k 
did  fifty  ycvtafo.  Ai>dwiAe«iiT4o>clxBiac 
<t  Ibe  pace  liaoe  then  the  monuBf  (lata  of 
Eao  has  beoome  more  aad  more  a  viae  rule 
af  traig  atxiot  ■auible  iDd  nioccasfial  people. 


PHOSFERINE 

The  Greatest  of  all  Tonics  for 

I  ■§■■■!■  Nesralr*  L*)>Mfitfc         Nerve  SiMxrk 

DlbliU  Mataraity  WnkntM     Ncunia 

Shi|iMH«ft     Vi«^  ExhMsiNM       Bnis  Fig 


IMTMiWiat.    1bV-ri*ai 


■nff^^o  BBC  Itself  RfQwIy  Q(  ici  daly 
wMiL  Aod  to  IcMpf  yoo  ■iwsyt  fresh  nd 
dMerfaltaipiccofbas7da)rtiBd  ktenighbl 


WIT 


t.NOj? 


i/6 


Msi^ 


Phosferine 

An  instance  of  the  use 
of  testimonials  in  this 
section ;  a  very  old  and 
still  successful  policy  in 
"patent  medicine" 
publicity. 


fwm  %■•*  4ii»  fr««tv  tUT*  *■■  aMisTsiis  ri«»fl  luvct 


Eno*s  and  Kruschen 

Selected  to  show  contrast  in  the  advertising  of  two  propositions  in  the 
same  class.  The  first,  although  planned  on  pleasing  lines,  is  based  on 
entirely  different  ideas.  Both  represent  good  publicity,  and  the  latter  is  an 
instance  of  success  based  from  the  start  on  the  policy  of  humorous  treatment 
of  a  subject  hitherto  dealt  with  on  more  serious  lines.  The  headline  in  the 
Kruschen  advertisement,  as  well  as  the  sketch,  is  a  decidedly  original  angle  of 
approach  and  the  example  is  inserted  here  chiefly  for  that  reason. 
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TYPES    OF    LAY-OUT    CONSTRUCTION 


CHEST  COLDS 

m^rm^mfU,m»,i,«v ■    <mmH  COLDS  ON 

THE  CHEST 

RHEUMATISM 

LUMBAGO 

•aoNCHins 


II    II     mm*mdaatUmm.niM%mmt  «K-..><.*A 

•Uh»W»  lliyMl.»ri>h>a/         rL..-^j.rt£ 

"Tht  wtrnnth  riut  httb' 
m  naMocoa  coMrumn ,  ■urwwD's  iSAnt,  OTMi 

Thermogene 

A  half  double  column  with  a  line  sketch'demon- 
strating  the  use  of  the  wadding.  A  straightforward 
advertisement  with  correct  treatment  of  a  serious 
subject ;  main  text  would  be  more  inviting  if  set 
a  size  larger  in  the  original. 


The  voice 

of  motherhood 

manu  y»m  of  tht  extra  cart,  mUA 
•wry  growing  child  netdt  during  Utt 
danger  monthi  of  the  year. 

Kvcnr  child  aHdi  rxtn  iMMmluncnt  iml  cjrr  dunng  Juiuarr,  Frbcaanr 
■■4  Harck— the  thrrc  Janurr  mootln  of  the  yrar. 

TWbnr  fonn   in  which   this   rxtn   nnumhin^fit   can   be  Eivcii    m 
jWll  I  SKawlMon.  which  luA  only  buiMi  up  the  body  and  p»»wi»lr» 

ll.wannth  but  prot^c(^  the  lunftt  and  Kivc&  incrcaird  rrw>taac« 

I  CoMl,  chiU>  and  rixdi  mic  diwatci. 


For  lafetT't  •skc.  aa-well  a>  for  bcallh'i  ulir.  «t  thai  vow  gtt  SC.OTT^ 
Enmbioa  wbea  ordcriac.  Do  not  be  mnied  into  taking  nomrthiag 
"jnt  as  lood.'      Thct*   is    aathing   "iasl  as  good"   a*  SCOTTS 

EanWoa. 

TWft  is  ■othiwg  whkh  will  build  a^  aad  fratcct  yrai  aad  yww  ckitdrta 
•i  SCOTTS  EoMfaioa  w»L    txpninM*  ftovn  ii  t 

^*.  Ill  It  Hf^^^mm. 


acom  iiwiiiimiai—ituMnii       am  im  »»<  iiii  utt  *■*««  <» 

■M«l«>ih>iiMnl»<— h  JmmW       inn  *irt«a  d—   M  ■»»■»• 

•  Am«  Mid  dlMi  nmumi  itaeMhat       WiAill  AaaMM  m  tmm  mtm  Umm 

*iaJ>a(MiMda*<«A 


'tt.*'.'*t'  ■^"^^^^^'■r  -'  -i      fit  ■■    wt*k  ICOTTS    iaJilw   H 

■MI0MI  wa  ■HSMyniai  at  ■■■  iiMf  w  ^    _„__-__._  ^.MKa  .l.  ^aa.* 


lllll»ti  witii 


h  . 
■(  At  I 


tiiilinimiinfcMlwM<«J  wfcw      Hmr   m4    iihi  ii -^^   Am 


MiM>     Wm^^  wm  psH  oHMMn  ipotf       ■  Ac  pMnn  p(*M>nM  m  MHli  Mt  vi^Hf 


SCOTTS 


EMULSION 

THi    WAY  TO  HEALTH 


m 


Faseline 

An  excellent  example  of  the  proper  use  of  white 
lettering  on  a  black  ground  ;  a  good  advertisement 
in  every  respect. 

Scoffs  Emulsion 

A  whole  triple  column,  and  one  of  the  best  of 
its  kind  in  this  class. 


: 


V  IT  B  MT  SCOTTS  EMUUION-IT  B  NOT  THE  KCT  EWUHMI 
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Pianos 

Piano  manufacturers  as  a  whole  are  small 
advertisers,  yet  there  is  one  London  house 
which  spends  a  huge  sum  annually  on  publicity 
in  the  national  and  provincial  Press,  and,  to  the 
writer's  knowledge,  secures  excellent  results. 
The  firm  referred  to  relies  on  prestige  adver- 
tising in  the  weeklies,  to  create  the  right 
atmosphere — quality;  and  reaps  the  benefit  of 
this  policy  by  advertising  other  instruments 
than  this  one  outstanding  "line,"  in  general 
media.  In  each  case  quality  is  the  first  impres- 
sion aimed  at;  ease  of  acquisition  by  a 
"  deferred  payment "  offer  and  a  special  value 
guarantee,  is  the  inducement  to  purchase. 
Other  pianoforte  manufacturers  rely  more 
exclusively  on  prestige  publicity.  Undoubt- 
edly there  is  an  opening  for  increased  advertis- 
ing of  pianos  so  far  as  the  leading  makers  are 
concerned,  if  a  little  more  courage  and  enthus- 
iasm are  shown  in  efforts  to  increase  sales. 
The  potential  market  for  Player  pianos  in 
particular,  if  approached  with  an  undertaking 
on  the  part  of  the  vendors  of  the  goods  to 
accept  in  part  exchange  the  intending  pur- 
chaser's own  "  ordinary  "  piano,  should  be  well 
worth  careful  consideration — an  opinion  based 
on  facts.  The  copy-writer's  opportunity  in 
piano  advertising  of  the  future  should  be  a 
good  one — a  word  of  caution,  however — in 
your  enthusiasm  for  music  by  eminent 
composers,  beware  of  writing  matter  that 
descends  into  bathos. 

Piano  "  Sales  "  give  an  opportunity  for  the 
copy-writer  to  enthuse  on  the  "  as  good  as  new" 
quality  of  pianos  which  have  been  exchanged 
for  more  expensive  instruments  and  have  been 
"  reconditioned."  If  the  work  has  been  carried 
out  by  experts  employed  by  a  firm  who  are 
actual  manufecturers  of  pianos,  an  important 
point  to  induce  customer-confidence  is  gained. 
Pianos  which  have  been  slightly  used  at  reci- 
tals or  for  exhibition  purposes  are  also  out- 
standing lines  at  a  piano  "  sale." 


You  need  no^  know 


TODAY  ihe  lliciiry  nf  music  mjy  be  ■  niyMcry  lo  you  - 
ihc  very  no««  nicaniogl««.  To-nximiw  you  may  ren- 
der liic  *Mirid's  musical  masterpicecs  with  Ihc  perfect 
icchniiiue  and  «ym|wlh\  of  a  famous 
vinuosu.  The  ■  I'ianiila '  I'iano  will  «ivc 
you  thai  power,  llie  music  nJI  pl«>» 
ihc  nolc»  faiillkssi).  Ihe  e»;preM«ni. 
■he  feelinl,  llie  tempo,  ihe  modulalion 
arv  yours, 

>  our  interprelatimi  is  pennaal  and  dis-. 
linclivr:  your  feelings  liavc  full  sway 
oscr  iIk  iiwliid) .  and  in  this  the  '  Pianola' 
TijiMi  is  peculiar.  The  remarkable  de- 
vices that  make  this  complete  masiery 
owr  Ihc  music  possible  arc  not,  and 
never  can   he.  duplicated  in  any  irtlier 


piano  playing  inslruiiKni 

T^   PIANO 

With  tk*  Mrtrmstfte  mud  Tkemfdiat 


TIIL  MF.THOAT\l> 


mfmm    yam    Ar    gift   "4 
-a.  fcwr  l4>«#'^'«a- 


r«n  pimy  ttm  MwHb 

o/     !&■■•    AM^     • 

iAow«ai*rf  •that 
Camp»aa'a  miith 
perfa<l  atpr^tm^m. 

BrtHmtm 
Ckamimade 

/>r«rai 

FItor 

fr'aaaW 

tirirt 

llamM 

McmJrIiiokm 

.ifuxivmtit 

Mozart 

ktKkmaminmr 

Smiml'Safms 

Scinitil 

SchmmMMn 

Stram%M 

trrJi 
Wmtnrr 


Tilt  nii'MiMiiin  »...■•— J 

hmitt'  "V  •*»  ■  l'»..J.  '  f«>« 

TIIE  -PIANOLA"  PIANO  i- a  •.mii1hi...ii.«.  --I  il»  "iilv  |«il.il 

|a.ui.>|iLi\<r     lU    l'iai..J.i      milh-il^. H  >v.«l.l  xul  i- lail.il"'' 

\*Ni  ni.n    i4j\   «   l'\  li.tt«l  in  ll»-    "Olii'.iiv  »t\  "*   1'^ 


ti-i.   r.4l 


DBUVBBSD  TO  TOUK  BOMB 
roil  JtS  DOWN  AND  FULL  VALUE 
ALLOWED  rOK  TOUE  rEESENT 
PIAMO     IN    PAET    PAYMENT 


£5 


yke 


mmr   K   a-d  4^.1'   -4  -••' 


/AEOUAN  CXmPAHY&^ 

¥  JtolianJiall.  NEW  BOND  STREET.  W.l  ^ 


Aeolian 

Examples  are  shown  in  this  section  both  of  the 
prestige  and  general  advertising  of  this  firm,  in  the 
leading  weeklies  and  daily  Press  respectively.  In 
either  case  dignity  is  one  of  the  points  aimed  at ; 
even  the  advertisement  embodying  the  "  deferred 
payment "  offer  maintains  an  impression  of  quality. 
The  Duo-Art  full  page  is  an  appeal  from  a  senti- 
mental angle,  whilst  the  other  is  on  more  practical 
lines.  Both  stand  out  as  distinctive,  and  the  series 
with  strong  black-and-white  sketches  has  proved 
one  of  the  most  successful  of  this  firm's  campaigns. 
The  headline  in  that  illustrated  on  this  page  arrests 
attention  through  the  omission  of  the  words 
"crotchet"  and  "quaver,"  and  the  use  of  the 
orthodox  signs  for  the  notes  of  those  values.  One 
of  a  series  in  the  daily  Press. 
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WOMANHOOD 

■  If    mMk     ifTt*)    -^    — w-fcwi    m   MWiiM^    » 
lb  ifr«i^  tar*  IMM9.  H*  .hvM  .4  MMM**.  ikpw 
■«    hwt    •%    ni«v    af  M   «»^«<w4   hM4.     A  «Im.c,  • 

>Wi»W      *l   «  rw  At  MMi*  i#tlMMM  vhM*.   b«tM 

Dfe'DUO-ART 

TIANOLA   PIANO 

bestows  the  freit  gift  of 
music- 1  priceless  tss^r 


THE  AEOLIAN   COnTpaNY  LTD 


A  running  commentary  on  this  Aeolian  adver- 
tisement which  appeared  in  the  weeklies,  will  be 
found  on  the  previous  page.  It  forms  one  of  the 
"prestige"  series  issued  by  this  firm,  a  second 
example  being  shown  in  the  page  opposite.  The 
illustrations  are  from  drawings  by  well-known 
artists. 


A  fc» 


PIANOFORTES 


BLUIHNER  &  CO^  Lai,  17-13.  Wlpaon 
,Wl. 


Blttthner 

An  exceptionally  fine  quarter  page  in  the  weekly 
Press ;  a  "  winner  "  in  good  balance  and  appro- 
priate illustration. 


Prestige 

Prestige  publicity  is  seldom  of  the  type  to 
produce  other  than  indirect  sales.    Primarily, 
its  use  is  to  build  up  goodwill  through  the 
quality  factor.   Old-established  organizations 
that  cater  for  the  educated  and  moneyed  classes 
depend  on  prestige  advertising  to  bring  custo- 
mers to  their  shops.    Emphasis  is  laid  on  past 
and  present  reputation  for  excellence  of  mer- 
chandise— often  consisting  of  very  exclusive 
wares.   The    perfect   appointments    of  their 
establishment,   comfort   for  the   visitor,   and 
courtesy,  are  other  points  introduced  to  help 
the  selling  end  of  their  businesses.    Price  quota- 
tions are  usually  ignored,  on  the  principle  that 
with  their  clientMe  quality  comes  first.   Such 
advertising   in   connection   with    the   luxury 
trades    is   sound    salesmanship.   One    of  the 
greatest  and  most  successful  efforts  on  record, 
to  create  prestige  at  the  initial  stage  of  estab- 
lishment, was  the  Selfridge  publicity  at  the 
inception  of  that  great  retail  trading  concern 
which  started  as  a  complete  department  store, 
as  contrasted  with  other  leading  businesses  of 
the  same  class  which  grew,  in  the  course  of  a 
number  of  years,  from  one  or  more  retail  shops, 
into  the  gigantic  distributing  centres  familiar 
to  the  present  generation. 

One  of  the  largest  "  prestige  "  campaigns 
was  that  of  Warings  in  Oxford  Street,  put  out 
some  twenty-five  years  ago  to  announce  the 
opening  and  other  particulars  connected  with 
their  new  building,  the  unusually  fine  archi- 
tectural features  of  which  were  an  innovation 
in  the  designing  and  erection  of  store  premises. 
Selfridge's,  the  prestige  advertising  of  which 
one  example  is  here  shown,  came  later.  In 
both  instances  the  great  cost  involved  to  draw 
the  attention  of  the  public  proved  an  invest- 
ment well  worth  while.  After  eighteen  years* 
trading  the  Selfridge  establishment  is  still 
expanding.  This  firm's  recently  acquired 
interest  in  Whiteley's  and  its  close  connection 
with   a  number  of  provincial  establishments 
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distributing  similar  merchandise,  are  signifi- 
cant of  the  success  possible  by  the  employment 
of  practically  unlimited  capital  and  buying 
resources,  coupled  with  trading  on  a  cash  basis. 
Other  large  organizations  have  from  time 
to  time  employed  "  prestige  "  publicity,  but 
seldom  on  so  large  a  scale  as  the  two  outstand- 
ing campaigns  referred  to.  In  a  lesser  degree 
such  advertising  is  useful  to  the  smaller  trader 
who,  by  convincing  reference  to  special  fea- 
tures of  his  premises,  convenience  to  shoppers 
as  regards  location,  high  quality  of  goods, 
value  for  money,  courteous  attention,  and  so 
on,  can  add  considerably  to  that  goodwill  so 
valuable  to  every  shopkeeper. 


4 


HOSPITALITY 

FROM  the  wdcome  to  the  ^rrvrU  Engtnb  kHpMalM^ 
knovi  no  pccf.  The  restful  OMilcnEineot  bitd  of  tbM 
consummMc  xn  that  cooocals  ftll  an  n  the  hiMy  lot  of 
every  f\teM  The  houest  is  ■  hct  best  when  she  knows  she 
■^  jnvi^lt  ^  t^  \iiev.  and  ao  hoMCK  can  provide  bcftcr 
emcfUutment  thu  perfect  ninic. 

The  Duo -Art 

PIANOLA'    PIANO    . 


TW    (mm    ^MHt.  ■  yiyitor  va|  o*  •  ff««  cl«u«— «Mag 

MM^M.  m4  MiM^MiMh  hum   «■    »n— I.  *l   «• 

ifaMffMMkM 


4m    Dte-Vfl    ■>  ■ 


wrf  *<■»«    '4  (.-.wti  *!«•<•  wmnamimt^  *r  I— !■■  aMM>  a*  til  ni|.        J*  ■'•._*"     ^  "^ 
Tefal  tPil  \mk  '"^  ^    •    "^^ 


n  kMWrfMl  maUk  fd  ite  w<«4««> 


THE    AEOLIAN 

AEOLIAN    HALL       NEW 


COMPANY  LTD. 

BONO    ST.     LONDON   Wl 


SELFRIDGE  &CX>, 

OXFORD  STREET 
LONDON 


Selfridge 

One  of  a  group  of  prestige  creating  advertise- 
ments issued  by  this  firm  at  their  opening  in  1909. 
Distinctive,  large  in  conception,  and  excellent  in 
draughtsmanship.  The  full  series  introduced  to  the 
public  the  work  of  certain  well-known  artists  as 
advertisement  designers. 


Aeolian 

The  atmosphere  created  by  good  music  admir- 
ably suggested  by  the  drawing,  and  supported  by 
well  written  copy.  One  of  the  best  of  a  remarkable 
series ;  another  is  reproduced  in  the  section  on 
pianoforte  publicity.  Note  that  although  "easy 
payments"  are  referred  to  no  attempt  is  made 
to  emphasize  this  important  selling  point.  To 
do  so  would  be  inappropriate  in  this  class  of 
advertising. 

Swan  ^  Edgar  {See  page  62) 

An  extremely  well  balanced  lay-out  to  announce 
completion  of  the  firm's  new  building,  and  to 
increase  and  hold  the  prestige  already  associated 
with  the  store.  A  weak  point,  in  the  writer's 
opinion,  is  the  omission  of  some  indication  of  the 
business ;  reference  is  made  to  customers  but  not 
to  goods.  "  London's  Central  Store  "  or  equivalent 
wording  would  have  made  the  announcement  more 
complete.  London  always  carries  a  vast  and 
important  floating  population  of  the  buying  classes 
to  whom  further  information  would  be  welcome ; 
some  pictorial  suggestion  that  the  building  is  a 
retail  distributing  centre  for  varied  merchandise 
would  have  been  appropriate  and,  no  doubt, 
profitable. 
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Propaganda 

The  copy-writer  whose  lean- 
ing is  towards  a  literary  style 
has   his  ambition    realized 


in 


a^' 


'«>» 


MESSAGE 

to  the 

SHOPPING 
PUBLIC 

BRITISH  First  f 

What  buying  Empire  Good* 
really  mcana 

On  da  •«•  <f  •  MiieMl  Eapin  CM(ti» 
It  m  tIfiMi  I*  MM  ft  tkm  md  imitmae 

nu  in  nM  !•  ii  ii  HgaJ  «■  <<■■. 

cf  year  own  Councrr  tfid  <rf  Ihft  Eapm  OMfHM 
inMtad  c^  the  ptodun  al  fomi^k  umiiim 

Wliat.  thai,  arc  ym  athid  to  b«y7 

r«tdHMIII*»C«IMMlMMfWh«iltall«lkiH»M4 

»*ti<«»i«0«mM   will  M«>nl,wiw  hwwjiliiiii 


•  •<iV>~ 


bi—«.w»<>iini>im 


77?e  A/^w 

SWAN  6-  EDGAR'S 


Support  your  own  Best 
Customers 

tmwm  *m  NHMwof  tta  Eapn  Owm«  «m  te 


tMTT  fM«  fW  W  CmiA« 


Bmf 

EMPIRE  GOODS 

q.         i4SK-/S  IT  BRITISH' 


ryCCAOIIXT  CllCVt  ■ , 

r  •«■  k  i^'i  ■•  ncatatf  onm 

«tu.  M  iW  Amm  Md  thr  aeM  Chmw 
*tyyin|  iii«  in  Iwepc.  kM  b««»  crcctH 
*iMjiiliin««>— fc  U|lrbaMM|, 
ant  liait  H  ki(  ■■  iW  ftU.  or  M  n» 
MHxftnft'ipKt  aa  hKftaHBpnii 


tnnu  fkmpmimUhmSf 
rnli»ni  ••  mm  ia  wmti  af  i 


miij^ii.  M  Wn  aMt  n  ym  of  ite 
•trjr  Mtic  of  LMdn  4mi(  u  rngni. 


PICCADILLY  CIRCUS 


PRESTIGE  ADVERTISING  {Su  fagf  6i) 


propaganda  work.  The  range  of  subject- 
matter  is  practically  unlimited.  In  Press 
advertising  the  scope  for  writing  at  length 
probably  exceeds  that  of  any  other  class  of 
publicity ;  still  more  so  in  the  preparation  of 
pamphlets  and  booklets.  Facts  and  figures 
enter  largely  into  this  section  of  advertising 
activity  and  must  be  verified  before  publica- 
tion for  obvious  reasons;  all  information 
whatsoever  must  be  absolutely  reliable.  It  is 
important  that  one's  copy  should  not  be  written 
over  the  heads  of  the  prospective  readers,  a 
danger  always  present  when  there  is  available 


what  is  apparently  a  clear  road  for  self- 
expression.  A  warning  is  necessary  in  connec- 
tion with  certain  classes  of  propaganda  j  libel 
suits  are  embarrassing,  and  the  author  of  the 
matter  causing  the  trouble  is  legally  responsible 
for  consequences.  From  the  many  kinds  of 
propaganda  which  have  appeared  in  the  adver- 
tising columns  of  the  Press,  I  selea  the  follow- 
ing— 

Empire  Trade 

This  advertisement  is  one  of  the  forerunners  of  a 
widespread  campaign.  The  series  with  the  slogan 


$ 
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"Buy  Empire  Goods"  ranked  with  the  best 
examples  of  propaganda  in  the  Press  in  recent  years 
—excellent  specimens  of  dignified  and  well- 
balanced  work  worthy  of  close  study.  The  example 
shown  on  page  62  is  typical  of  the  Governmental 
post-war  effort  to  increase  "trade  within  the 
Empire.** 


Razors 

The  advertising  of  razors  as  a  competitive 
market  was  practically  non-existent  until 
quite  recent  years,  when  the  advent  and  rapid 
increase  in  popularity  of  the  "  safety  "  razor 
gave  rise  to  keen  competition  in  the  Press  to 
secure  the  cream  of  an  obviously  vast  potential 
demand  for  razors  of  the  new  type.  Adver- 
tisements of  the  old-style  razor — still  used,  and 
preferred  by  the  professional  barber — ^are  still 
met  with  occasionally,  and,  in  the  writer's 
opinion,  there  are  many  points  about  the  old- 
fashioned  shaving  tackle  that  could  yet  be 
brought  into  action  to  increase  sales — ^points, 
in  fact,  so  convincing  that  they  lead  one  to 

CJnnouncing 

the  Ever-Ready  Wall  Cabinet 

Safety  Razor  Outfit 


No —»»■.— ;-*■*■» 


My  Money -Went- 

Yei — week  after  week  my  money^wenl"— A* 
wholeof  it— and  1  had  practicallv  nothingtavccL 
One  day  I  read  an  advertuemcnt  for  Saving 
Ccrrificaces  and  what  amaied  me  wa*  the  way 
tmall  -.umt  mounted  up  when  laved  every  week. 
That  t  une  week  I  began  to  put  by  a  few  ihilUngt 
In  Saving*  Certificates.  It  is  only  a  few  yean  ago 
•Inee  I  started,  but  I  have  a  very  useful  i  na 
MTcd  .low,  and,  of  course,  I  add  to  it  every  w  ick. 

cavJn0s 

tJcEPTJF^C^TES 

Vm  e«l  buy  Sat«vs  C(rti(k<i*(S  <■  sin^It  uocvmaMt  re.'  r> 
Muttaf  1,  .1,  10,  25.  50  amd  ibJ  C.-T«fc:aicj.  cotcmg  16/%  94, 
eS,  €20,  MO  and  £80  robeclivrK  Then  U  a  pmfit  of  SOS 
••  Smvbtgt  Ctrtificata  hdd  for  tht  Ml  tcriod  o/  un  ytan, 
t'  ifccy  CMS  k  auhed  cu  any  time  with  ail  tatcrot  ■ccnui  •• 
djst.    g«i*Hl  AMociations,  Pot  Offica  amd  Banks  stO  shcm. 


Savings  Certificates 

Propaganda  in  the  interests  of  thrift.  The 
scheme  has  been  notoriously  successful  and  the 
constantly  varying  nature  of  the  appeal  to  save  in 
this  way  should  be  followed  carefully  by  the 
student  as  an  outstanding  example  of  how  to  keep 
alive  a  continuous  campaign. 


Ever'Ready 

WALL  CABINET       "^ 

Safety  Razor  Outfit 

2^- 


CoHiktewidiEwer-l 
VMl  Cabinet 


Safely  Raiac 
Blade* 


Oa<&-«n  ONE  la-OAT 


Ever- Ready 

A  whole  page  in  a  national  daily  to  advertise  a 
special  outfit.  The  story  is  well  told  both  as  to  copy 
and  sketch.  Lay-out  open  to  improvement.  Warn- 
ing: the  risk  of  advertising  a  2s.  article  in  a  whole 
page  of  one  of  the  National  dailies  is  immense. 
Colossal  sales  are  needed  to  cover  cost  of  space 
alone. 
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suppose  that  a  big  demand  for  "old-style" 
instead  of  "  safety  "  is  not  in  the  business 
interests  of  firms  which  have  laid  down  plant 
for  the  manufacture  of  "  safeties,"  with  their 
capacity  of  causing  an  unlimited  demand  for 
blades.  The  old-style  razor,  with  one  perma- 
nent blade,  with  care,  lasts  many  years  and 
costs  almost  nothing  for  upkeep  !      Ferb.  sap. 

BUY  A  ROLLS  -  A    MAN'5    RAZOR 


TKly  hollow  ground? 


»  he  dd  b<  »mU  k.  ««A»,  ISi'Tt?^'^.'^''" 

mm  ptm.f^  W  tmtSSHS         ^hTtLmS^     ^ 

!>■■  wA  rn.plni  mlpmm,aa»      gw  !>- •  ldh«>i«. 
•knuit  ai^Zcaau.  m'S  *"■  i*^  •  ^ 

pttaa  the  ca  hiv  B  <».<«.     hii«»i«.«  •>* VT " J?^ 
md  Sk»«  ...  A«  «A  »tm,  Ul,  /.  dL™,  C-wtSJ-rsTj 
lu  OHE  blaJe  ii  guardntccd  for  jtut  yttri. 

ROLL5    RAZOR 


Ro//s  Razor 

A  distinctive  lay-out  on  "  reason  why  "  lines. 
The  guarantee  for  five  years  is  an  extremely  impor- 
tant point — the  immense  saving  on  the  extra  blades 
needed  for  other  "safety"  pattern  razors.  This 
is  a  clever  adaptation  of  the  outstanding  point  in 
favour  of  the  old-style  razor.   Contrast  this  with  the 
"  Ever-Ready  "  advertisement.  Note  the  compact- 
ness of  the  lay-out  and  the  effective  distribution 
of  white  space.    In  the  original  the  two-column 
arrangement  of  the  text  makes  for  easy  reading. 
The  quality  factor  is  emphasized  by  the  excellence 
of  presentment. 


"  Readers  " 

What  are  known  as  "reader"  advertise- 
ments proper  consist  of  copy  set,  as  nearly  as  the 
publication  will  allow,  in  a  way  to  be  accepted 
by  the  reader  as  editorial  matter.    An  attract- 
ive headline  is  followed  by  copy  worth  reading 
for  its  general  interest,  the  text  leading  gradu- 
ally to  the  real  subject  of  the  advertisement. 
This  method,  however,  is  not  nearly  so  much 
resorted  to  as  formerly,  and  in  the  writer's 
opinion,  is  always  open  to  antagonize  a  certain 
class  of  reader  rather  than   to  attract  sales. 
The  feeling  of  being  "  had  "  through  having 
been  induced  to  read  matter  which  tails  off 
mto  a  business  announcement,  still  exists,  and 
for  that  reason  such  advertising  needs  to  be 
handled   very   carefully.    A   variation   worth 
exploiting,  and  perfectly  straightforward  adver- 
tising, is  to  plan  a  half  double  column  space 
using  the  right  half  for  blocks  and  display 
matter  in  the  usual  way,  and  reserving  the  left- 
hand  portion  for  "reader"  matter.   Such  a 
"  reader,"  frankly  devoted  to  explaining  the 
policy   of  the   firm    or  describing  in  words 
some  special  feature  of  the  business,  is  quite 
good,    more   especially   from    a    "prestige" 
point  of  view;     it  is  even   the  custom  of 
certain   organizations    to    book    space    regu- 
larly for  putting  before  the  public  matter  in 
"reader"  style,    in    the    interests    of   their 
businesses. 

Selfridge's    have    perhaps    exploited     this 
policy  more  than  any  other  advertiser.   The 
soundness  of  utilizing  regularly  a  given  space 
on  a  certain  page  of  the  same  newspaper  is 
proved  by  the  fact  that  this  firm  for  years 
adopted  this  plan  as  a  means  for  store  propa- 
ganda— presumably  with  successful  results  both 
in  goodwill  and  sales.   Such  advertising,  on  the 
scale  adopted  by  the  firms  mentioned,  is  out 
of  the  question  except  in  the  case  of  large 
organizations.   When  writing  "  reader  "  copy 
some  definite  effort  to  "  sell  "  goods  should 
always  be  included. 
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ON  THE  LINE 

By  Dell  L«l«h 
.    .    And  ao  to  B<^ 

^o«  k«v*4faH<.  Ym  an  ptcbX.  Van 
kA«-«  ttad  tkt  tvutmt  pkprr  and  wnitea  « 
MMtvtve.  AtawfiialhtclibMMklac 
fMM  WfrtR  to  ^wn  yo«  bef>n  lo  Bate  • 
■  m  lu  irli  >  uid,  wkKk  taka  ysa 
•htousk  th>  KiUruw*  (lara  ol  FlMitiBy 
CrciM  into  the  jwaca  of  4iani#tf  ■e«B»* 
fcwva^aaiy*.  and  btyond,  Kln|^  Tna^ 
vani.  Tha  (Utioa  it  mpty.  Voir  pMVc 

•ahMnaly  and  pouad  in  hii  mn  ■ 

"  MMfar.     ^>u.     Ediabvrgh  I     lti(M  I 
Hmkar  taur    .    . 

Tlia  li«f  bat  ui  caacliaa  ttaa4  «Mk 
'tofiil  *«ado»«  aU  dan  ttm  jtntmwt. 
1  ka  Ma  haa  nilHt  a  lutUn  air.  a*  U  H  la 
akM*  ta  crrap  anr  iipga  waa  aalaatal 
accalaa.  AfaintlMhiwo(a<l\rg«ifavifa 
jWi,  ■■  U  )mi,  loo.  »cR  about  lode  aa«»> 
tWaffaaachtv  aad ibcrrlocv .ik*.  Voniaa 
vavrowfl  aamaoA  a  hat  on  on*  ot  ttiawto. 
I  tkat  a  ratber  nic*,  loo 
I  baab  aad  a  caM  a*  ika 


turn,  Attac  a  laat  fira  caMistatty. 
\  baat  taatai.  aa  you  •troll  Uw  knittb  at 
•■i«lkiaaa«lm|rvtaiit  la  ik»  t»catf- 
ar  tawa.    As4  r*t  "r  i..>«iinn4ion,  aa 
a(  ika  KaiTriiw  thai  wemM 


dfarurt.'  CunpMa  uknca.  A  Waa  at 
alMaa  fraai  aotacwbata.  A&aaabatisbalaf 
>aiba<  aa  abaad  Yoa  |o  aad  ba««  a  kiak 
attt.    Oaao4«bak^|l>acibci)r|M.<Mkia. 


•al  aali  Mki  a  fa»a  MM  MnM  In  aa 


•a.  . .  lW«fe>iaa< 

iMM,aaa«aa«Ma«ML  Va>M«>*u 
mm)    V<a  laM  ^  .    .    .   V»  kMai 
a.<«ii  .  .  .  aMLartaito 


V—  a^a  "— "?"  y 
>«a»n»an*i|M. 


i^^t^mym.    *m mm  f  »  *tfm tl  t 


.    .   t^t  <•  aaab  M  kirt    .    .    .    aM  aa 
jai*  awba  mn  i»  mat  .    _■  y»;-«»T  «■», 

■ariiwtet   NMAMMaaaaa  ...     . 
'm>  .  ■  i*aw<a»it  t*»iiai»i»<Mya> 


LONDON 
«NORTK 

EASTERN 
RAILWAY 


««»•— I1MII*W 


ITVno  Sb(|a. 


tllmtfrnm^^  ■-«■.  K£U.  CU.  a. 


Lyons 

This  reproduction  of  a  full  page  illustrates  the  latter  part  ot 
my  commentary — the  use  of  a  portion  of  an  advertising  space  for 
"  reader  "  matter.  The  lay-out,  drawings,  and  copy  are  praise- 
worthy and  sound  in  conception. 


L.N.E.R. 

In  this  half  single  column  "  reader  "  the  railway 
company  boosts  the  amenities  of  refreshment  and 
sleeping  accommodation  on  a  run  to  Scotland  ;  also 
the  capabilities  of  their  big  Pacific  locomotives — 
smooth,  fast  travelling,  etc.  The  text  is  good, 
breezily  written,  but  crowded  into  about  half  the 
space  it  is  easily  sufficient  to  occupy.  In  the 
original  almost  half  the  copy  space  is  set  up  in 
6-point  type,  quite  impossible  to  read  comfortably 


in  any  circumstances.  My  ruling  not  to  set  news- 
paper advertisements  in  smaller  type  than  8-point 
applies  here  ;  the  pulling  power  of  this  announce- 
ment has  been  sadly  discounted.  It  is  only  fair  to 
add  that  since  this  advertisement  was  reproduced 
others  in  the  series  have  been  set  in  the  larger  size 
type  throughout — 8-point,  and  additional  space 
used.  My  criticism,  however,  still  holds  good  as  a 
point  for  the  student  to  remember,  should  he  be 
tempted  to  write  more  copy  than  can  be  com- 
pressed into  a  given  space,  in  readable  size  type. 
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H 


Sewing  Machines,  Sweepers,  etc. 

Mechanical  appliances  for  labour  saving  in 
the  home,  of  themselves,  form  an  interesting 
subject  full  of  "  selling  "  matter  for  the  use  of 
the  copy-writer ;    keep  the  woman's  point  of 
-view  in  your  mind  all  the  time,  and  successful 
sales  of  a  good  article  are  assured.   Sewing 
machines  have  never  been  advertised  in  the 
way  to  produce  maximum  demand.    Possible 
«ales  should  be  enormous — every  few  years 
sees  an  entirely  new  field  of  potential  pur- 
chasers ;  thousands  of  girls  attain  womanhood, 
marry,  and  assume  household  responsibilities 
on  their  own  account.   The  advantages  of 
advertising    on    educational    lines — practical 
hints  on  the  uses  of  the  sewing  machine  as  a 

time  and  labour  saver,in  contrast  to  handwork 

have  never  been  fully  exploited 
in  sewing  machine  publicity. 


Vacuum  cleaners,  patent  carpet  sweepers, 
and  mops  are  increasing  daily  in  popularity 
through  consistent,  informative,  and  arresting 
advertising.  Household  needs  of  all  kinds, 
with  their  appeal  to  women,  always  provide 
fine  opportunities  for  interesting  copy. 

Although  prejudice  still  exists  against  "  new 
fangled  "  ideas  for  labour-saving  in  the  home, 
the  post-war  outlook  has  minimized  to  an 
appreciable  extent  the  pre-war  resistance  to  the 
adoption  of  new  inventions.  Marketing  diffi- 
culties are  no  longer  present  in  the  same  degree. 
Dealers,  once  assured  that  adequate  advertis- 
ing will  be  undertaken  to  create  demand,  are 
more  willing  to  stock  new  lines. 


I 

clean  my  brush 
while  sweeping 


I  gaibcf  cvcfythiag 
dMI  lies  upoo  a 
cupcc  or  hide* 
widiia  tu  pik. 
I>>nt.ccuaika,  hair, 
tobacco  aih,  or 
*orluooa>  clip- 
plag>— allarc  alike 
to  ac,  for  it  is  u 
niucb  my  work  to 
coUnt  tbe  litter 
that  afaiii  the  eye 
■>t    ibe    doK    that 


thrcatCQt  bcalib. 
And  as  I  sucep  I 
coaab  and  clcao 
nyadf.  to  auintaia 
ojr  beiitk  in  the 
active  kuc  which 
yields  erficiency, 
and  to  take  frooi 
you  the  luk  oi 
ducmaoglcmcnt. 
I  am  known  at 
Ewbaak. 
W<  nr^kinf  «/  34  3 


AFTE*    DARK 


The  oemnne  fill-size 

Tk.   IV.  I. .11.,.,   (IvtDAk     |4>.     M.^ 

I  A.  .n  oilwf  nCfOA*  Mip>  it.  -  In - 
»  •Mi^  km  SMM  »««»■  iMir.     h  wMm, 


liO€teMT» 


'    OCJ»*atTII     «LOUCM.  MICKS 


'  "  ""^  ••  Ii^  »ca 


Ewbank 

Worth  careful  study  for 
arrangement  and  copy.  The 
appeal  is  ingenious  and 
definitely  draws  attention  to 
the  sweeper  advertised. 


Coimoi 

This  modern  sketch 
and  copy  are  both  original 
in  treatment  and  concep- 
tion. The  copy  explains 
the  sketch,  and  the  sug- 
gestion of  many  lights 
with  economy  of  current 
is  aptly  conveyed.  Top 
and  bottom  borders  are 
particularly  appropriate. 
6f> 


0-Cedar 

A  very  attractive 
businesslike  advertise- 
ment— a  quarter  page  in 
the  weeklies.  Well 
planned,  and  clearly  illus- 
trated. The  triangular 
section  at  top,  isolating 
the  slogan  "  Look  for  this 
sign  in  your  district  "  is  a 
happy  thought  to  attract 
special  attention  to  an 
important  point,  both 
for  the  intending  pur- 
chaser and  the  dealer; 
practical  dealer  help. 


TYPES    OF    LAY-OUT    CONSTRUCTION 


"  Smalh  '' 

Classified    advertisements    in    newspapers^ 

appearing  under  such  headings  as  "  Personal,'*^ 

'  Trade,"  etc,  are  known  as  "  smalls  "  or 

'  lineage."  The  copy-writer's  task  is  to  rouse 

interest,  describe  clearly  the  proposition,  and, 

f  possible,    to    secure    action,    A    point    of 

importance  is  so  to  word  the  announcement 

that  it  will  automatically  appear  early  in  the 

section   or  column,   "  smalls "   of  this   kind 

usually    being    arranged    alphabetically    for 

publication.      The    difficulty    is    to    get    as 

many  particulars  as  possible  into  a  few  lines  .- 

Abbreviations   of  words   should   be   avoided 

except    in  such  cases  as    "St.,"    for   Street^, 

"  Rd.,"  for  Road,  etc. 


THE  BARGAIN  MARKET 


PAID  to   JKWXIXUtV 

Urn  bwi»i  riMM  u  HMAi 
io^^  •■»  *  Ed»Mi 


Al. 

krtan  *m 

(•wdl  Nil 
M«0»,  I  - 

AHOVK  All  UmmI  n*lM.— f-AUasa  ««■  u  v* 
UutSV.  w:  Sl^SoJiTi  inSW.  M  t«UOt 

Ma  auii,  o~»^  Ofy  ••'•^.■•"S, 

lUl    WU  ncnkM  Pn»  U«.  j*?"*  •  ■^'"i"'* 

tG^  a  ai  itowMi wMU  i«aiit  Viu.  kc 


FiaM.— rna*  an^v  1 
»*ia-  "  — "' 


ENvEuma  Oifi I  a^  m  \tM  n  iae^n« 
ii-i—  iiw^teiN  rvk'ia  WM.. a>»iiifc 

ma.  «Hl>W  Hill*,  art  aMuO    tmn. 
.liSVnpM.-  «•!  FMk  Ok  OnaS 


am  U.  Ha-J—aiMi  tmt^Km.  U4.    KMia 

lau.  I !■■■■■  Mil    ri«aaiUT«ifcM   w   I. 

CaTBUUi.     BUIIB     ..NHUal.      luUf    M»K 
I^^Mtolto     ilhMMaMa.      I*,    ait    pMt   m^— 

CfllDA  l«  Mm  IiM»  I >■'»■>'■■  •''«^,'^*iS' 
M«£      k-M.    INl- 


b)LiM^?i^  umrbaSliu  i)«<C^po»t        . 

lllirijIIHaillMMll    MMklV  MlBKd.  toW.  •«•«,  mA 

1    kaumoii  »  co.  ao.  UM.  am—  *«nk. 
CaBatf«.li.  aE.  s 

Puiro  a»i«  aT  ifOOM  »  ttooan  *nr 


100.000  S2*  ^-^  -'**  *^ 

■Vffvtai  Dwa«.  T«ava 


Singer 

With  its  pleasing  photographic  reproduction  the 
appeal  of  this  half  page  in  the  weeklies,  for  home 
dressmaking,  is  a  "  seller  "  on  human  interest  lines. 
In  the  italics  at  foot  is  an  offer  to  demonstrate 
without  obligation  and  an  intimation  that  easy 
payments  can  be  arranged  ;  both  first-class  selling 
points.  An  advertisement  far  above  the  average  in 
lay-out  and  copy. 

Special  Note 

Thii  is  one  instance  where,  in  the  technical  process 
involved  in  reproduction  from  an  original  on  a  much 
larger  scale,  it  is  impossible  to  do  full  justice  to 
those  examples  which  include  half-tone  blocks.  In 
every  case  where  these  form  part  of  the  advertisements 
allowances  must  be  made  on  this  account.  Type-set 
portions  can  be  studied  easily  through  an  ordinary 
magnifying  glass. 


Bargain  Market 

This  group  of  lineage  advertisements  includes^ 
several  in  which  good  use  is  made  of  the  space. 
Abbreviations  are  usually  permitted  to  keep  down 
cost.  If  one  or  two  words  are  "  over  "  at  the  end  of 
the  last  completed  line  they  count  as  a  full  line  and 
are  charged  for  as  such.  By  counting  the  number 
of  letters  and  spaces  that  go  to  a  line  in  the  news- 
paper you  are  making  use  of,  you  can  make  sure 
that  the  announcement  will  not  exceed  the  number 
of  lines  it  is  desired  the  advertisement  should  fill. 
It  is  possible  in  certain  "  dailies "  to  secure  pro- 
minence for  "  smalls "  by  paying  for  white  space 
above  and  beneath,  at  lineage  rates. 

Personals 

Trade  advertisements  are  accepted  by  some 
newspapers  for  insertion  in  their  "  Personal " 
columns  to  which  I  refer  the  student.  Space  does 
not  admit  of  the  inclusion  of  examples  in  illustration 
of  these. 
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Soaps 

This  section  of  advertising  lends  itself  to 
great  variety  of  treatment,  and  the  student  is 
advised  to  study  carefully  current  announce- 
ments to  fully  appreciate  the  opportunity  for 
fresh  and  vigorous  copy.  Household  soaps  call 
for  "  talk  "  on  hygiene — cleanliness  in  every- 
thing connected  with  the  home,  ensuring 
health,  and  consequently,  happiness.  Time- 
saving  is  another  strong  appeal — the  miseries 
of  wash-day  eliminated  by  the  ease  of  process, 
and  quick  action  made  possible  by  the  virtues 
of  special  ingredients  adapted  for  use  in  modern 
soap  manufacture.  Toilet  soaps  also  have  a 
variety  of  points  claimed  to  be  characteristic 
of  special  makes;    and  shaving  soaps,  with 


flinso 


washes  EVERY  way 


Anyviy  itaD  kihc 
Rinso  wiy  of 
•oak  in  cold  wan,  Mtcp  in 
bo  water  or  boil,  icc«ic>iiin 
B>  the  ckxbes  lo  be  wuhed. 
Riiuo  does  iDocc  dua  other 
deuuen,  doct  ii  britcr  and 
doo  It  with  kM  help  ban 
jrou  Uw  i>  tbe  ben  proof 
Prcput  Rmo  ■ccardn^ip 


the 

a  wBf  cv  jpour  own, 
lahct  wiE  tcB  jnu 
it  lody  ,  be  fujed  b)- 
Tbcre  irr  no  hird  and 
ruict  for  Rata  uatn. 


the 

n 


fM 


ukaakadof  1 

your  hands  and  a  kad  > 

jour  mind. 


So«korBo«l 

Ittolloneto 


nma  seas 

HANDY 

MEDIUM 

FAMILY 

7>r  Hgpr  lt>  aa> 


MAOI  IV 

*.  S.  HUDSON 

LIMITCO 


»'»»v.t*  «  t».«ii. 


their  general  appeal  to  "old  and  young 
shavers  "  also  afford  the  copy-writer  subject- 
matter  that  can  be  used  interestingly  and 
effectively  in  efforts  to  create  demand  and 
fight  the  particularly  keen  and  continuous 
competition  in  this  class  of  goods.  The  soap 
that  stands  alone,  included  in  this  section,  is 
"  Monkey  Brand  Soap  "  with  its  delightfully 
definite  slogan,  "Won't  wash  clothes";  as  a 
cleanser  of  pots  and  pans  perhaps  its  inclusion 
here  is  debatable — its  claim  to  be  a  "  soap  '* 
must  be  its  justification. 

In  addition  to  the  advertising  put  out  by  the 
firms  represented  in  this  section  the  student  is 
advised  to  keep  in  touch  with  the  advertising 
of  "Sunlight  Soap,"  which,  for  variety  and 
general  excellence  is,  perhaps,  unequalled. 

CHILDREN    AND    LUX 

/ 


V 


Rinso  Lux 

May  be  regarded  as  a  perfect  salesman  in  print  Well  laid  out  with  a  strong  and  direct  appeal  to 

excepting,  perhaps,  one  point — the  omission  of  mothers.  The  directions  concerning  the  washing 
price ;  eminently  practical  with  terse,  confident  at  home  of  each  little  garment  form  a  decidedly 
copy-  attractive  "  sales  point." 
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HudsorCs 

The  three  displayed  lines  voice  an  appeal  that» 
based  on  a  very  human  failing,  familiar  to  ever}' 
household,  rings  true.  The  plan  of  emphasizing 
certain  words  in  the  text  by  bold  display  to  read  in 
conjunction  and  form  a  consecutive  sentence  is  a 
strong  inducement  to  read  on  to  the  finish.  The 
idea,  though  far  from  being  original,  is  still  a  good 
"  stunt,"  used  occasionally.  This  plan  of  "  linked 
up "  copy  display  was  used  consistently,  and  pre- 
sumably successfully,  for  many  years  in  connection 
with  "  Beecham's  Pills " — thus  does  history  (in 
advertising)  repeat  itself. 

Onto 

Excellent  in  suggestion  in  support  of  the  head- 
line "  Perfect  Whiteness."  "  Really  white,  not 
nearly  white  "  is  a  phrase  in  the  copy  that  should 
create  confidence.  The  slogan  "  You  only  need  to 
boil "  is  an  incomplete  sentence,  and  is  somewhat 
ambiguous  used  apart  from  the  copy. 

Monkey  Brand 

Included  here  for  reasons  given  in  my  sectional 
introduction.  A  good  clean  lay-out,  the  weakest 
part  being  the  poor  sketch  of  the  girl  above  the 
name  block  at  foot.  Should  have  been  placed  on 
right  with  figure  larger  and  reversed  with  just  a 
few  lines  of  the  figure  continued  downwards  to 
connect  up  with  the  packet. 


Doubles 
itself 

89  you. 
use  it  I 

euidnotatiMff 
atomwasted'- 


The  coapact.  handy  Mookey  Bnnd 
ablet  rqmemi  the  po«icr  o<  t-'nam— 
•jMif/umui  kta  the  bob  uaiwinu* 
thape  and  mat. 

Thcrt'a  Drver  any  waiae  with  hIBIikry 
Bland,  for  not  a  bit  wan  <  uvd  than 
■  abaolutrly  neceHary. 

Rub  yoiff  daap  dadi  kgfady  over  tht 
Monkey  tablet  and  at  vat  yoa  haw 
a  perfect  iupply  o<  lamh.  n<B<kaiiia( 
power— no  dry  hiafa  to  Kxatch  hnc 
(ufaeB— no  fanghaer  dans  thu  ihaae 
whkh  coae  ftoaa  Monkey  Bnnd 

A  krty  yean'  noord  of  umaraahad 
blAuce  behnd  cwry  laMei.  Cleaa 
houae  btm  moi  to  ce£ar.  Makei  coppa 
ttei 


'^wm 


MONKEY 
BRAND 


For  a  thousand 
houMhold  uiet 


V— — 


PERFECT  WHITENESS 

MK-t*     .K.>«^    .-'J     rh..,^..        .1. .    dk4ri^  ,'n«nrv     *U,-V 

b,.,t,.4s  «i»t.tltrA.<El  '■•«,(>■»...  H  •■«.  I  tnM.  H  wa4  f  hn 
fminwttif  -taH-  am  m-^'  -Iwtr  linn  fnat^r^  *r  M«« 
«Nnr.>«  ■•■>  •!<  tAawIiHt  -t^iT'  whafc  1*11  >■  aMlMiialat* 
•k  r***!*  «*  Una  IW*  *.  Mi  IkM^  «a>«  1h  >««.  M 
■MM  lM«*nylkr<tii*»««. 

*!&  c.-i/  7,^i-a  ;':-■  ztii 


69 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


{( 


Stunt  "  Advertising 

Stunt  advertising  in  the  Press  is  in  the  same 
category  as  "  topical  "  publicity,  referred  to  in 
another  section.  Space  does  not  admit  of 
giving  more  than  one  example,  and,  at  the 
moment,  that  chosen  is  well  in  the  public  eye. 


What  IS  this 

Mustard  Club? 


■««••«■><••«*•• 


TIk  Miulnl  Oak  0«n  k«  bMs  liMiri«<  oate  tk«  PraUncT  €<  dM 
tmittml.tiiriim*oiu»Caattt.CamhMm-    b  ■  •  SpoRiaf  Club. 
''  ^  m*  alwiyi  ilwr*  lot  At  anL    It  ii  •  Palmal 
I  and  tlui  •  UUnI  «•  oi  Maud  Mva  labour 
■mimo<bMkk.  -'-'——■  1 

•n  onlr  allowad  to  liqr  iar  aHll  Mnks. 

Tha  naao  ot  dM  tlMmi  Oub  is  -MiuUid  Makytk  null— lili.- 
*«*>•  MaMrt  k«»  tt*  ««HliH  yw«  TW  pMMrt  af  Ik* 
MiHtaid  Chib,  ia  -i-ata  laa  Miulai<  ptoaati" 


jSfifij 


Wkan  h  Aa 


Oikr 


^iwoaiil.a  r  -^■i^.-Jj  i  i 
^»*f<^«*^w«^*.«niiii  <»T  I  i*a» 
|»»J  Ofc  m^  ■««  . .  ^.1^  1 1  w  a.  ifi« 

^■Maaa>ai&  >-.- 

«li«  ■■  (ka  OtiKto  of  Aa 


■  a.  M.  ^  1 


Rule*  tt  tkt  Mustard  Club 

%  ■  III  I     I     mttrnm  m  hM  «Mi|  m«* 
a^arti  a*  MM  .9^  *i  MMWriC^ 


regular  Press  advertising  which,  without  some 
drastic  change  from  time  to  time,  is  apt  to 
get  into  a  rut ;  the  time  arrives  when  the 
announcements  are  seen  but  not  read.  The 
temporary  expedient  of  a  "  stunt  "  is,  with 
suitable  propositions,  a  beneficial  stratagem  if 
rightly  planned  and  operated  at 
the  right  time. 

Mustard  Club 

Thousands  of  pounds  were  spent 
on  this  campaign  and  a  vast  amount 
of  free  advertising  of  incalculable 
value  was  secured.  Briefly,  the  cam- 
paign opened  with  a  "simulated" 
prospectus  scheme — set  in  exactly 
the  same  form  as  those  put  out  for 
"  company  share  issues."  Portraits 
of  the  imaginary  directorate  followed, 
and  later  special  announcements  on 
stunt  lines,  all  with  reference  to 
the  "Club"  and  its  aflairs ;  the 
name  of  Colman  was  not  publicly 
disclosed  until  the  campaign  was 
well  on  its  way.  The  advertisers 
claimed  that  the  scheme  increased 
sales  of  mustard  50  per  cent  in  a 
few  months.  Copy-writers  who  can 
evolve  ideas  equal  to  that  of  the 
"  Mustard  Club  "  are  few  and  far 
between ;  the  opportunities  also. 
It  is  doubtful  whether  such  a  scheme 
could  be  put  out  in  connection  with 
any  other  commodity  without  bene- 
fiting competitive  organizations. 
Brilliant  as  the  idea  must  be 
acknowledged  to  be,  its  success  from 
the  start  as  a  "  mystery  "  stunt  was 
practically  assured,  the  firm  being  in  the  position  of 
monopolists  in  their  line ;  the  danger  of  increasing 

»u    «  1^     -     J      »•  •  ^''u      ...^u        demand   for   other   manufacturers'   products  was 

the  sales  or  advertising  manager,  to  boost  the       ,  ^ 

goods   in   a   way   to   focus   public   attention.  *  ^he  fuU  page  announcement  here  reproduced 

Even   if  sales  fall  off  after  the  event,  some  in  miniature  shows  ingenuity  of  the  highest  order  ; 

permanent   advantage   is  almost   sure   to   be  the  lay-out  and  copy  are  soundly  constructed  and 

gained  ;     increased    goodwill    and   a    definite  well  displayed.  The  whole  scheme  was  developed 

o„i^  -,j„„^^^  ^  :.,*  ;.,  J  k         J  *u  consistently  and  cleverly,  and  as  a  lesson  for  the 

sales  advance  maintained  beyond  the  average  ,  /    ,       •  •       •        u  .1  j 

,  1    1      *  •       1  44  «      student  of  advertising  is  well  worth  close  study, 

previously  recorded.    An  occasional      stunt         Occasional  "stunts"  are  valuable  publicity,  but 
also  serves  to  renew  public  interest  in  the     must  be  carefully  planned  from  the  "  sales "  angle. 
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Stunts  are  most  useful  when  sales  remain  much 
at  a  dead  level.    A  brilliant  idea  may  occur  to 
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Tailoring 

As  with  many  other  propositions  the  differ- 
ence between  the  advertising  of  good  class  and 
medium  class  tailoring  is  clean  cut.  In  the 
latter  class,  and  the  still  cheaper  clothing 
offered  by  cut  price  firms,  your  copy  can  vary 
from  the  moderately  familiar  to  an  almost 
"  hail  fellow,  well  met !  "  style  of  address. 
High-class  tailors'  advertising  should  follow 
the  strict  rule  of  approach  laid  down  in 
handling  publicity  for  any  other  of  the  luxury 
trades — dignity  ;  ample  white  space  ;  well 
chosen  and  well  set  type,  and  well  drawn 
illustrations.  In  short,  the  appeal  to  the  well 
dressed  man  must  in  itself  be  well  dressed. 
With  the  cheaper  classes  of  tailoring  more 
aggressive  copy  has  been  proved  to  be  the 
right  lines  to  go  upon.  Arresting  headlines, 
bold  price  figures,  and  full  use  of  space,  sell 
such  goods  where  fastidious  arrangement  and 
refined  "  talk  "  fail  to  interest  the  class  on 
which  such  tailors  depend  for  their  business. 
The  entire  plan  of  the  advertising  put  out' 
on  behalf  of  the  medium,  or  cut  price,  tailor 
must  reflect  the  idea  of  "  a  good  article  at 
a  low  price,"  the  general  appearance  of  the 
advertisements  being  such  as  to  emphasize — 
price  first,  to  attract ;  quality  second,  to 
convince. 

Special  attention  is  drawn  to  the  panel  of 
type  matter  set  at  foot  of  the  "  Dexter  "  adver- 
tisement on  next  page.  The  privilege  of  the 
use  of  a  dressing-room  without  charge,  and  the 
offer  in  the  same  connection  to  receive  and 
re-deliver  suit  cases,  is  a  service  of  real  value  to 
the  busy  business  man,  who  is  compelled  to 
"change  at  the  office"  to  keep  social  or  busi- 
ness appointments  involving  evening  dress. 
Such  offers  are  sound  efforts  for  business 
promotion. 

Included  in  this  section  are  examples  of  how 
to  handle  advertising  for  "Weatherproof" 
garments,  both  for  high-class  and  medium 
trade.      One     advantage     the     copy- writer 


THE  "NEW    TAILORING" 

—fO\j  choose  clothes  instead  of  cloth 


■ 

ii2^-^ 

^     •.            '•■■    \               m 

m^^^^m^t 

Make  certain  of  this  part 
of  your  holiday 

Not  die  letst  pleasant  part  of  a  holiday  is  die 
chance  it  gives  to  "  live  "  in  plus  fours.  But — 
a  tuit  you  can  live  in  must  be  a  ioUy  sort  of 
(Uit,  intimate  and  companionable.  That  is 
why  it  should  be  chosen.  In  The  New  Tailor- 
ing Showroom  vou  can  choose  a  sports  suit 
which  is  a  complete  breakaway  from  anything 
you  have  ever  worn  before.  Yet  it  will  be  a 
auit  you  feel  thoroughly  at  home  in,  because 
you've  seen  yourself  in  tt  and  felt  it  belonged 
to  you — before  you  decided  on  it. 

Tkrtt^eci  Starts  Suits  taUartJ  frtm  Scotch 
Tm*»dslu  tml4frpatttTn*rftnmn*mtiftmu 

5  Guineas 

n«  CUtkiHg  DtfiartHuni  chs*t  cm  Samrday  at  t  PML 

AMSTIN  REEDS 

J     \  WHERE  MEN  SHOP 

24  Coventry  Street,   Piccadilly  Circus.  W.t 

THB  "New  TAILORING  "  SHOWaoOM  IS  ON  THB  FIKST  FiXtOM 
Aim  at  41  New  Street,  Birmintbam  •  3  Clare  Street,  Bristol 


■■■■■■■■■■■■■■■■■■■■<xm«»«»»«»»»»»»»»»B»»»«— ■■■ 

usually  meets  with,  not  always  present  in 
other  branches  of  tailoring,  is  definiteness — 
the  goods  in  this  class  are  more  often  than  not 
"  branded,"  making  it  possible  to  deal  indi- 
vidually and  convincingly  with  some  special 
model.  This  gives  an  opportunity  to  write 
copy,  as  it  were  "  close  up,"  and  by  emphasiz- 
ing characteristic  detail  the  selling  power  of 
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the  copy  is  increased  very  much  more 
effectively  than  when  dealing  with  tailoring 
generalities. 


cnnnnnnnnnnnnnnnnnnnnnnnnndnnnnnnnnnnnnnnnrTi  i 


tore  TAILORED  CLOTHES 

give  a  man  a  wide  choice  of 
the  newest  &  smartest  cloths, 
a  high  degree  of  hand  tailoring, 
accurate  fitting,  in  the  finished 
Overcoat  or  Suit  an  unmistak- 
able distinction,  &  in  the  price 
a  very  sensible   moderation. 

OVERCOATS.  READY-FOR-SERVICE. 
SIX.  SEVEN  ANP  TEN  GUINEAS. 

RW.  FORSYTH 

VIGO   HOUt&    RECINT    STREET.    W.l 


mto  c&di 


or  coaffaftmc*  of 

4IM(  3pot  m  wluch 
(0  ckamge  'and  drtss, 
ctHtr^lydl  ctmvttuimlilf. 


SKCIAU.Y  rrrriD  aooMs 
an  at  their  disposal 
after  hours,  with  fiiU 
MTricc.  &CC  of  charfe. 


Ml  C—ts,  tf  for  nUmrf. 
Urn  UNFIELD  STSETT.  GLASGOW  ft   rUNCIS  STREET.   EDINBUKCH 


jfustin  Reed  and  Dexter 

Both  good  models  for  make-up  and  copy,  and 
both  illustrated  by  sketches  by  well-known  artists. 
Reed's  heading,  "  The  New  Tailoring — you  choose 
clothes  instead  of  cloth,"  is  a  new  note  that  should 
attract  attention.  The  Dexter  copy  is  set  rather 
too  large  to  balance  with  the  sketch  beneath,  and  a 
plainer  border  would  have  given  added  dignity  to 
an  advertisement  appealing  to  the  better  class 
customer. 

Rego  sketch  is  well  drawn  ;  a  block  slightly 
smaller  would  have  given  more  play  to  the  matter 
below — as  set,  somewhat  too  sohd  and  difficult  to 


An  Age  of  G>lour 

and  unexampled  'Rego'  Values 


The  *tnore  eolottr*  idea 
in  quieter  tones — 

la  Ika  matter  of '  more  colour  ia  Men's 
WMr'the  raajoriijr  of  paltrrm  bein^ 
Aama  are  extremist  in  their  expm- 
rioa  af  Ik*  Mioor  idaa— alia|eiker 


la  lb*  MW  '  Rega'  arcreo  fiai  m4M 
Ihaaa  faohs  are  fcdified  with  subdoad 
••■M  ikM  tmtit  *»  B'k*  If  ■■■III,  ia  (MW 
t>Mfe  M  Ik*  ■m4<  ■<  ISIill 
mU,  ym  aUaltaa  nigi  lot 
VmlM^j  kw  tea  wm, 
\mt  ifeMtli 


rATTBSNS    aSNT    FRBB 

tV    YOU    CANMOT    CALL 

^  ■■■■III  r»  Swito»  b  ^M«Ms»Wite  »•  S«^ 
Sato  •■>•»«*•  •*_«>•.  <mtm  rm  onaa.  m. 
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REGO  BRANCHES  OPEN 
ALL   DAY  SATURDAYS 


THE    REGO    CLOTHIERS    LTD, 

I  le.  1 1 1. HIGH  ST..  Sl.»«|a.l..  I.OMOON.E.I 


OVERCOAT 

IN    ANY    STYLE 

K.«i  IB    till*    ■■■4.lfmly    iftts. 


■  ••••kl«  •«  ^^^       ^^^ 

mmmmmn   !••        ^^  ^^^  r 
.•r«»dlBI«        ^^  ^^^ 

SUSI-T» 


35* 


CUT  FROM  THE 
FINEST  CLOTHS 


<M»  hM  h««nMt<H.     ■•».<N.la 


••'h    ««l*i 


■  Mif  mu 


55' 


read.  Points  worth  noting  are  {d)  "  Patterns  sent 
free  if  you  cannot  call,"  the  latter  part  of  which 
sentence  is  a  subtle  suggestion  of  a  personal  visit 
for  preference  and  the  opportunity  for  "gentle 
persuasion,"  and  (^)  the  particularly  important 
information  that  the  branches  are  open  all  day  on 
Saturdays,  the  chief  appeal  being  to  the  man  or 
youth  who  leaves  business  too  late  to  order  on  any 
day  excepting  Saturday. 


I 
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THE 


BURBERRY 


n*  OMraat  far  Ta-daj, 
Ti  aarf  —  Every  Jay. 

It     kerps    its    wearei 
perfectly  dry  in  down 
pour  or    drizzle,    and 
healthfully    warm    ir 
cold  or  windy  weather 

Naturally  ventilating, 
it  is  cool  OQ  hot  or 
dusty  days,  and  so 
airylight  that  it  is 
worn  almost  without 
its  presence  being  f<  It. 

The  Burberry  is  the 
most  valuable  Over- 
coat a  woman  can 
possess- the  coat  to 
wear  whenever  and 
wherever  an  Overcoat, 
Wea  t  herproof ,  or  Dus  i  • 
coit  is  needed. 

V/ritt  for  new  booklet— 

"THE  BURBERRY' 

comtaimimg  71  pattfrnief  lit 
vmriaui  malfriitit  from 
mkick  The  Burberry  n 
madt,  at  prictt  rao^img 
/>•«  4  U,  i2  Gas. 

Togttker  inr*  notet  «• 
Iho  ubi^uiltat  as/s  «/  Tkt 
Barhtrry ,  ili  effcienty  at  a 
Weatlur. 
prouf  and 
t  s  valiH 
M  aa 
Overioat. 
A  copy 
fonoardod 
Ht  Am 
aa 

awalwae/ 
"THE 
LADY" 


BURBERRYS 

HAniAUn   LOMDON  S.W.1 


yf  good  example  of 
iingle-column  treatment 


^cu  can't  get  wet  in  the  genuine 

Ree'o.         •* 


fyv^-  ^ 

JbML      ISMHce^^Featberweight  Stormproof 

From  to-day  onwuds.  t^ery  "MtttMnac"  Stormpfoof  add  by  us  is 
reduced  in  price  by  ftpproxioutrly  30*  (sec  panel  Alongside  for  full  list  of 
pnoi  aari.     A>  cad  fma  |p-4sy,  WE  SELL  DIRECT  TO  THE  PUBLIC  ONLY  and  arc  abk. 


•'"-mj,  wB,.iM^L.L.  L^ifvcv.!    iv^   inc.  fUDi.1^  v^nLl   And  wc  wtt, 
to  Ae  Buyir  the  uvii^  prviouilv  rcprcstnud  by  the  Rcud  profiL 

t^mim,  apt  MdMinii.    Thn  an.  m  ihrT  al««n  ^v 


. '*^?«    Siorwf.i^apMjwa.aa»  mAat^tl    Thrv  an.  m  ihrT  alvan  »•«< 

«  «««MHli^    Tl»  —*?  *i^i  ■  »*■  iirtil  a«  tato^  aM  iM  d^M  li^bX 
aiAw  (*i  M«  PHB  ili^i*  Aw  M  aiawafi  waiig  af  ih^irif  •«■  «f  a  dH  £> 

•Pwi  !■■!  III!  ^ifciijl      la  win.  akh  fe 
avMb  fc  ■»!»■— »wi^  Oayt.    B  Man 


««  aaya  «r  aartv  Wiaw  ...  fa* 
•^mZrtJlmf., ■*!  in      ' 

•  07    WDCMT. 


FOLDS  lOTO 
A  HANDFUL 
AND  GOES 
INTO  YOUR 
POCKET  OR 
HANDuBAG 


^'     tlAIMl^DAU 


^EWb  m>»  21^ 

fet.,rs:  491i  MOW  32o 

('t^rr-.TS;  wT^  now  ^7v 


Vt~>nn  M0{>aS.tSSHAD£S.40SIZES 


''•«<jl 


Kjintmiair  -atnt-  ottcD.)  rune 


SOLD  DBKT  TO  VEAtEI  MD  SOIT 
OUT   ON  7  DAYS'   FK£   ATPitOVAL 


YOU  MAY  TIY-ON 
ANY-MAnAMACAT 


gfc*^^ia»«f«a: 


t«t  vj!*— «*--*  £ir«  JTt—  IcrSiTC 


prf     Rat*,  a,  (Ml  wA,« 


Tll«  iMthcrwficht  *'M,?um»c"  r/.c//  i, 

-fm  n(kt "  lor  7S»  o(  (Kutilc  Fiv 
IhoK  «*D  OMd  ■  ioMr  Com.  laramh, 
iMrtL  S^oMai  or  VofkiiM  wur,  or  br  ita 


Reproduced  from  a  whole  page  in  a  national  daily.  This  is 
rather  overcrowded — perhaps  unavoidable  to  secure  adequate 
response  to  such  an  expensive  space  for  medium  priced  goods. 
The  important  point  of  "  Big  Price  Cuts "  is  well  displayed 
and  creates  an  incentive  to  read  further.  Details  introduced 
well  worth  careful  study. 

Burberry 

A  good  style  advertisement  for  a  high-class  firm ;  the  rule  on 
left  carries  the  eye  to  the  pattern  book  sent  free  on  request. 
Attention  is  dravra  to  the  method  of  "Keying"  this — the  request 
to  mention  the  name  of  the  publication  when  writing  for  the 
"Burberry"  booklet.  The  27  patterns  the  book  contains  pro- 
vide a  strong  inducement  to  the  reader  to  send  in  her  inquiry, 
in  which  case  a  possible  customer's  name  and  address  are  secured 
for  follow-up  purposes. 
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TYPES    OF    LAY-OUT    CONSTRUCTION 


t 


Textiles 

The  advertising  of  fabrics,  whether  in  the 
piece  or  as  made-up  goods,  is  one  of  the  copy- 
writer's best  opportunities  if  the  wares  are 
"branded"  and  so  easily  identified  by  the 
intending  purchaser.  As  in  other  "  named  " 
manufacturing  propositions  an  essential  feature 
of  the  publicity  is  the  use  of  the  trade  papers  to 
secure  the  interest  and  co-operation  of  the 
retailer,  emphasizing  the  advantage  of  stock- 
ing "  branded  "  lines  in  preference  to  those 
not  sold  under  a  distinctive  name  or  mark — 
standard  quality,  repeat  orders,  and  so  on. 
The  big  support  to  the  travellers  is,  however, 
a  general  Press  campaign  on  a  national  scale. 
Marketing  is  accomplished  more  quickly  and 
more  efficiently  than  if  organized  through 
factors  and  wholesalers,  as  is  usual  with 
unbranded  goods ;  the  wholesale  house,  of 
course,  handles  both  classes  of  merchandise  as 
a  matter  of  ordinary  business. 

The  copy-writer  should  note  that  it  is  not 
usual  in  textile  advertising  for  the  manufac- 
turer to  encourage  orders  direct  from  the 
consumer.  The  whole  policy  is  to  help  the 
retailer  to  sell  the  goods.  Orders  received 
direct  are  usually  referred  to  a  local  dealer  in 
the  district  from  which  they  emanate.  "  Ask 
for  this  at  your  draper's  "  should  be  included 
in  the  announcements  and  wording  set  in 
small  type  at  the  foot  of  the  advertisements — 
"  Wholesale  and  Shipping  only."  "  If  unable 
to  obtain,  write  to  us  for  address  of  our  nearest 
agent,"  or  similar  wording  is  also  a  useful  sell- 
ing point.  An  invitation  to  write  for  patterns 
of  piece  goods  leads  to  inquiries  which  can  be 
followed  up  locally.  Put  your  best  into  your 
copy  to  draw  business  to  the  retail  shops  by 
giving  an  honest  impression  of  the  value  and 
utility  of  the  fabrics  or  garments.  Make  yourself 
as  fully  acquainted  as  possible  with  the  adver- 
tising of  competitive  lines.  Seek  for  points 
not  included,  and  make  good  use  of  any  feature 
that  presents  itself  as  an  additional  sales  aid. 


Aa    toirlfti— 
to  alaop 


Horrockses  ShecU 


Horrockses  and  Mels 

These  two  are  fine  examples  of  good  selling  textile 
advertising  ;  the  insistence  on  italics  throughout  in 
the  last  mentioned  is,  however,  a  point  to  be 
avoided  rather  than  emulated.  Remember,  clarity 
in  type,  illustration  and  copy  is  essential  for  max- 
imum eflFort  in  salesmanship  practised  through  the 
Press. 


THAT   "ALL'SILKY"  FEEUNG 

M  jTMrn  vttm  trtr  m  ttmsimg  Mtb*  mfttg§mm 

ym  wtm  »  iktnmmg  Mebt  virmfptt  smd  « 

UuU  Milmamdlmt*  aip  «•  mmkA.  Im  Mf/tt 

w/— n  CiwI  m  mmttm  Uptt  and  iKa 

wtalm Ut mtn  Itnlj.  AndMibtwiU 

wmr  mad  wtm,  fm  lb  tUm  dtaki 

d»u  int  UMit  w  MtMbK  itt 

$tfi  iMtIrt  dtt  ■•/  /«WSf 

whtn  it  it  mwW.  Wrili 

ttAtmUmthtkmft 

pMrmt  »f  Umgm» 

•r  Drtu  Mtbt  if 


tMeUo 


ARTIFICIAL     SILK     FABRIC 

JM»  U:  («V>.  JOk  Jt>  VW  taut  lai*^  AC« 


74 


Tobacco 

Comparatively  little  advertising  is  put  out 
to  interest  the  pipe  smoker,  yet  the  subject 
contains  material  for  "  selling  points  "  which, 
given  the  opportunity,  should  afford  the 
copy-writer  a  field  of  good  "  talk  "  on  quite 
different  lines  to  that  employed  for  increasing 
sales  of  cigars  and  cigarettes.  The  heavy 
smoker  is  more  often  to  be  found  amongst  pipe 
smokers ;  with  cigars,  and  more  especially 
with  cigarettes,  the  waste  is  enormous — the 
pipe  smoker  usually  smokes  to  a  finish.  In 
pushing  sales  of  tobacco  the  economy  point  is 
therefore  particularly  valuable  in  argument. 
Competition  in  tobacco  advertising  being 
almost  negligible,  the  door  of  opportunity  is 
open  wide  for  the  enthusiastic  copy-writer, 
should  occasion  present  itself,  to  boost  the 
advantages  of  pipe  smoking  and  the  special 
virtues  of  whatever  brand  of  tobacco  is  the 
subject  of  his  advertising  effort.  If  he  is  him- 
self a  pipe  smoker  his  copy  will  ring  true — the 
big  point  in  efficient  salesmanship. 

Bond  of  Union 

The  line  sketch  of  two  ex-Prime  Ministers  by 
a  well-known  caricaturist  is  relied  upon  lo  attract 
attention.  The  drawing  itself  demonstrates  the 
fact  that  the  subject  is  pipe  tobacco— a  half  triple 
column  in  the  dailies. 

Three  Nuns 

An  example  from  a  daily  paper,  with  a  half  tone 
sketch  reproduced  through  a  coarse  screen.  The 
slogan  "  A  Flavour  worth  paying  for "  is  appro- 
priate for  a  tobacco  slightly  higher  in  price  than 
most  popular  brands.  Both  of  the  illustrations  in 
the  advertisements  on  this  page  stand  out  as  a  direct 
appeal  to  the  pipe  smoker;  therefore,  if  you  include 
sketches  in  your  lay-outs  be  definite  in  your  ideas  ; 
endeavour  to  make  your  proposition — the  goods 
you  have  to  sell — obvious  at  a  glance.  These 
remarks  apply  in  a  general  way  to  all  Press  adver- 
tising. Always  remember  that  newspapers  are 
bought  for  the  news,  not  for  the  advertisements. 


"L-G"  and  Lord  Asquith 

How  aadi  moK -Uxnl"  dKT  would  be 
ID  ocfa  ocfacr  if  dicy  couM  djicu«  their 
iMkiiiw  om  t  fifc  cl  Bead  61  Union. 

Foe  Bend  of  Unioa  Tot»ai>-ilK  oool, 
CTOMmntim  ioKjntibk  liimiR— m^s 
ibe  pcffea  onioo  tuwuii  pipe  ind  mm, 
bcrran  bead  tod  fiiend,  ind  mn 
bccvtea  Kiinniin  tod  ttaaman. 

Bond^UiUon' 

SMOKING  MrXTURE 


■  r-  '-w  t,  T  p  *  H  tovwrr^  I 


r 


A  FLAVOUR  WORTH  PAYING   FOR 

Tboe't  oo  witte  widi  Tbite  Nua  lotexD, 
cithtT  in  die  bowl  or  in  dw  poudi.  So  dwt, 
iboufb  jrou  pay  a  link  moR  fat  die  fine  \ad, 
•killed  h^»«^"f  tad  long  nttumig  dim  give 
Three  Nuot  ia  me  "nutty"  fltvour,  it  it 
note  ocooacaicil  dito  nou   odict   tobnccot. 

THHEENmS 

The  Tobacco 

of  Curious  Oit 
]^aA0vuice 

laNctef:  laa.l/a.  tee.  aft 


hTlai: 


•  »/4i  4  " 


■  MflCMU.  a  ••■.  M  St  An*«*  S^wM. 


kv^tm  S^wM.  CkMMV.     li 


•~dialn»  I   I    It 
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ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


Toilet  Goods 

The  post-war  growth  of  advertising  in  this 
section  has  been  remarkable.  The  practically 
universal  use  of  cosmetics  by  women  of  the 
present  day,  not  only  in  private  but  in  public, 
is  evidence  ihat  there  is  not  only  a  wide 
demand  for  such  goods,  but  that  for  some 
time  to  come  sales  will  probably  increase. 
Nearly  every  "  general  "  copy-writer  is  likely 
to  deal  with  the  subject  of  toilet  preparations 
at  some  time,  and  will  find  his  opportunity  to 
produce  interesting  copy.  The  main  point  of 
appeal  is  a  simple  one — vanity  lends  itself  to 
persuasive  talk.  The  suggestion  that  all 
women  are,  or  can  become,  beautiful,  is  an 
alluring  theme,  but  care  must  be  taken  not 
to  write  nonsense.  Beauty  is  primarily  the 
"  call-bird,"  yet  it  is  important  that  the 
introductory  copy  should  be  followed  by  solid 
matter — emphasis  of  such  p)oints  as  "  non- 
injurious  to  the  skin,"  "  non-greasy,"  and  so 
on,  according  to  the  manufacturers'  claims ;      "^^'^''y 


TYPES    OF    LAY-OUT    CONSTRUCTION 


th«  icr«n  of  lifir.  you  m\\\  kttp  M 
wrmttk-frer  anJ  y<Hithful  lookini  It  t5  (he 
niHiiiUimcnt  in  I\>nwri>v  Skin  Food  thai 
M^compluhct  this  womkrtul  work  of  rcjuvcn- 


■     POMEROY 
SKIN  rcx)D 

Diftk.  Smck,  IK 
Mi&    KWOaOY,  LTO.  S.  OLD  lONO  STKECT.  VOHOOH.  W  I 


these  are  important  selling  phrases.  Do  not 
forget  that  your  copy  must  be  written  to  suit 
the  appeal.  If  the  goods  are  for  Society 
women  and  are  to  be  advertised  in  high-class 
journals,  your  copy  must  be  written  on 
different  lines  to  that  addressed  to 
girls  and  women  who  are  in  the  habit 
of  reading  the  cheap  periodicals  of 
feminine  interest.  Keep  your  copy 
light  and  airy;  also  your  lay-out.  Be 
as  convincing  as  you  can.  Beware  of 
redundance  in  your  "  talk."  Avoid  t(X) 
many  superlatives.  As  with  other  prop- 
ositions, the  better  the  class  appeal  and 
the  more  expensive  the  goods,  the 
cleaner  and  daintier  should  be  the  lay- 
out and  the  more  closely  considered  the 
distribution  of  white  space.  The  five 
examples  illustrated  are  typical  of  the 
advertising  used  by  businesses  which 
are  leaders  in  this  section. 


This  is  a  direct  contrast  to  the  ArJen  announce- 
ment on  page  78,  both  in  lay-out  and  appeal. 
A  well  set  advertisement,  attractive  and  persuasive 
in  argument  from  the  "beauty"  angle  without 
stressing  the  scientific  side  of  the  question. 


Lavefider 

pAMOUS  the  world  over  »  the 
^  finest  quality  made  of  this  most 
delightful  of  pcrfumei.  It>  lovely 
fncrance  makes  an  irresistible  ap- 
peal to  the  woman  who  demands 
for  her  toilet  the  best  of  life's  little 
refinements. 

Apart  from  its  (harm  as  a  Perfume, 
it  has  other  uses.  A  little  applied  to 
(he  skin  when  overheated,  fatigued 
or  headachy,  gives  a  dclKious  sense 
of  reinvigorating  coolness  and  re- 
freshment. In  the  sickroom  it  is 
invaluable. 

J/-.     J/-.     8/6.     10/6.    21/- 


YARDLEY 

I  New  Bond  St.  London 


Relies  upon  the  drawing  power  of  testimonials  from 
well-known  professionals.  Trial  samples  are  offered  for 
cost  of  postage. 
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Yardley's  Lavender 

Dainty  sketch  and  distinctive  lay-out  appropriate 
to  the  subject ;  a  fine  advertisement.  An  interesting 
fact  is  that  the  illustration  at  the  top  is  based  on  one 
of  Wheatley's  "  Cries  of  Old  London,"  original 
prints  of  which  are  now  extremely  rare.  The 
group  of  figures  has  been  used  in  various  ways,  wnth 
and  without  backgrounds  of  varying  designs,  for 
this  firm's  Press  and  poster  publicity  since  its  adop- 
tion more  than  a  decade  ago.  It  would  be  difficult 
to  find  a  more  suitable  subject  than  Wheatley's 
"Who'll  buy  my  sweet  lavender  .J"'  for  the  pur- 
poses for  which  the  picture  has  been  so  cleverly 
adapted. 


StnJtheCoatta 

Let  ns  MDjJ  70a  • 
faU  lO-dar  tabe. 
Note  how  teeth 
lighten  and  cnnii 
become  firm  when 
those    dingy   film 

JO 


TheyVe  Stopped 

Spoiling  attractive  smiles  now  with 
cloudy  teeth — you  whiten  dull  teeth  and 
Firm  the  Gums  remarkably  this  new  way 


HEILB  b  a  WS7  to  whiten  clondj 
teeth — •  way  that  leading  den- 
tkteef  the  world  approve.  It  marks 
•  new  en  in  tooth  and  gum  care. 

It  ia  changing  the  tooth  cleaning 
habiu  of  the  norli 

Ib  ■  few  day*  it  will  wonc  > 
transformation  in  yoar  nosth. 
Yoar  teeth  will  be  amazingly 
Uftater ;  yoar  gams  fi -mer  and  of 
httlthy  colonr. 

In  fainieia  to  yoonelf.  pleaae  try 
it.    Joat  >end  the  conpoo. 

TttA  Jitfitared  by  film, 

At  healtk  of  ike  gums  affected 

Dental  acicnce  now  tells  &•  that 
moat  tooth  and  gam  troubles  have 
a  potential  origin  in  a  film  that 
forms  on  teeth. 

Ran  yoar  longac  acroaa  yoar 
teeth  aad  yoa  will  feel  it— •  slippery. 
Tiieous  coating. 

That  film  absorb*  diicoloration* 
from  food,  smoking,  etc.  And  that 
U  why  yoar  teeth  look  "off 
colaar"  and  dingy. 


It  cling*  to  teeth,  gets  late 
creTice*  and  stays.  It  lay*  yonr 
gams  open  to  bacterial  attack,  yoar 
teetb  open  to  decay. 

Brushing  won't  end  it 

Ordinary  dentifrice*  and  cleansiag 
won't  figfat  film  sncceaafnlly.  Feel 
for  it  now  with  your  tongae.  Note 
how  your  present  cleansing  method 
is  failing  in  its  duty. 

Now  new  methods  are  being  naed. 
A  dentifrice  called  Fepiodent— dif- 
ferent in  formnla.  action  and  effect 
from  any  other  known. 

Largely  on  dental  advice  the 
world  has  turned  to  this  method. 

It  rtmooes  the  film  and 
Firms  the  Gnms 

It  accomplisfae*  two  important 
things  at  once :  Remove*  that  film, 
then  firms  the  gums.  No  harsh 
grit,  jodgad  dangerona  to  enamel. 

A  few  days'  ase  will  prove  it* 
power  beyond  all  doabL. 


Th*  New-Day  Quality  Demtifrict 


KILM  Ihc  worst  'I  171)17 17  M 

,  enrmytoieeth    rKlitiio 


1  \bu  caaW  It  with  youe  tongaf 


I    AddrcM... .    .. 

!   cm  fall  kMk..       WttMplaialt. 


..lail  coupoe  for 
10-Dsy  tabs  to 

THE  PEPSODEKT  CO.. 
(DepL  211),  42.  Southwsrk  Bridge  Bd-. 
London.  S.K.I. 


THE  f.aor.  n'<< 


Pepsodent 

A  good  advertisement.  In  the  original  the  panel 
on  the  corner  of  the  coupon  was  "  clouded "  by 
using  an  engraver's  mechanical  stipple,  which  it 
was  not  possible  to  retain  in  this  reduced  reproduc- 
tion; a  good  idea  in  keeping  with  the  subject-matter 
of  the  advertisement. 
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With  formulae  based  on  sdttKt — and  crtams  prrpartd  as  cart' 

JuJlj  as  /Wf— ELIZABETH  ARDEN  HAS  CREATED 

A  CROUP  OF  SClENTinC  PREPARATIONS  tbatset 

a  nm  standard  oj  purity  and  tfjtctivtntss 

Eich  of  Eliiibeth  Ardoi'f 
^'enetiln  Toilet  Prepirarionj  has 
been  created  to  ful-ij  some  definite 
purpose,  to  supply  a  need  d  ilie 
skin,  or  to  coriea  some  fauh  of 
its  functioning.  Their  use  will 
keep  your  skin  so  hmlthj  that  it 
«i;ll  grow  clear,  firm  and  smooth 
— Mturtllj  lovely. 

An  Eluabeth  Arden  Treatment 
is  based  on  three*  fundamentaj 
steps— Oinsing.  Toning  and 
Nourishing.  You  can  accomplish 
wondetfuj  results  by  this  method 
at  home,  using  Vnttim  Oeauim 
Crtam,  ArJna  S^i*  Tern,  and 
Ormf  Slkf  food  in  your  Lttle  Self 
Treatments  each  morning  and 
mght. 


nA  "ATciiFtx  Rictus  like 
t»/i  that  of  a  food  laboratory 
safeguards  the  purity  of  all 
Elizabeth  Ardcn's  Veietiaa  Toilet 
Preparations.  The  ingredients  are 
chosen  to  meet  the  strictest  stand- 
ards. 'Only  vegetable  coloun  tint 
the  lovely  powders.  Vimtim 
Anti-Wrmi^lt  Crtam  is  enriched 
with  the  real  yolks  of  fresh  eggs. 
Vnttim  bltaehin  Crtam  a  full  of 
the  juices  of  fresh  lemons.  The 
skin  foods — Oranp  S^/nFaoJtad 
the  delicate  Vi&a  Crtam—  ate 
quite  deliciously  pure  enough  to 
cat,  if  you  should  wish,  though 
they  are  formulated  to  nourish 
the  skin  by  being  absorbed  into 
the  tissues. 


Elizabeth  Arden  rtcomKtndiftrjtmrtmn^ikt.ikin 


VtuwJMl  ClTWMlf  CrMW.  «<ia<ri«>n 
iHttHirKin  Iran  ibc  fotm,  tav«««  Ika  *kMi  Mit 
and  R<ce|>fivv.    4.A. 

VraniM  Ar«nM  Sua  TmIc.  t<m^. 
•nwl.brltniai  itua.    j/t. 

VraniM  OrM««  SfcKi  Pm4.  R'^inkiM 

'WW4K.  anal  hti*...  f  xrrllrtil  fnr  a  thm  \\nrA 
«*  a»^N«  faiM  and  M  A  nrrvraliw  ol  l«t«i« 
Md  luw>.     4  «.  ^ 

ynwtiaa  Vitra  Cms.    *  *-WMm  ilm 

i™»l  ii<  ^..WHiitir  ,MiH.  KM-rMKnrMlnl  jK,, 
fcic  4  liiH  TiM..  4>  It  MCMm^tir^    mtlwut    bt 


hwMafk 
■M  Md 
tbt  *k)ii 

Vnm 


O 

■''Mm  m4  mn 


-.«.««.  MvacMtt*  Cnmm. 

MM  vhiimmc  civMi.  Mrfmtt  Ik*  ^ 
Um  ana  Mnburn.     3  k. 

S«»D«  Kri>«fft.    Tnoth  rati*.  * 

UT^hint.  miwdwi.     la  bw  oc  tafev.  i/a, 

Vnujwmmm  >/"THaQuisTgrTMB 
BcAVTiri  L."  tJixfkuk  Ar>m'$  in*  ■• 
Itt  frrtcl  lart  of  at  tl^  I 
utenti^  mrtktj. 


Elizabeth  AROEN-S  yentlian  Tmkt  PrtparaHom  art  tusk 

at  the  smartest  sho/i  in  entry  town 

ELIZABETH    ARDEN 

25  OLD  BOND  STREET.  LONDON,  W.l 


*AKI^    jrar*U|- 


67  J  npTH  AVENUE,  NEW  YORK         c.t>-^» 


Elizabeth  Arden 

An  example  of  the  "  full-up  "  style  of  toilet 
advertising,  with  argumentative  scientific  copy  on 
"  purity  "  lines  ;  a  free  booklet  is  offered.  The 
original  advertisement  depended  chiefly  on  its  fine 
illustration  for  effectiveness  and  incentive  to  read 
the  closely  set  text. 


(i 


Topical "  Advertising 


Current  events  are  frequently  used  to 
advantage  in  Press  advertising,  and  it  is  up  to 
the  copy-writer  to  look  ahead  and  be  prepared 
to  link  up  his  copy  with  any  suitable  subject 
of  general  public  interest  that  presents  itself. 
As  a  means  of  attracting  special  attention  to 
the  goods  he  is  advertising,  such  linking  up 
gives  new  life  to  a  campaign  and  introduces  a 
"  newsy  "  atmosphere,  highly  appreciated  by 
newspaper  readers  if  the  "  topic  "  is  cleverly 
adapted  for  publicity  purposes.  As  a  fillip  to 
business  in  propositions  similar  to  those  here 
illustrated,  the  topical  allusion,  if  not  too 
strained  or  overdone  by  too  frequent  repeti- 
tion is  well  worth  while.  Both  these  are 
instances  of  topical  advertising  at  compara- 
tively small  cost. 


ntlACHlKCHW  DAY« 

Don't  take  cold 
-take 

BOVfilL 


Bovr'tl 

This,  originally  a  3-in.  double  column,  has  the 
merit  of  terseness  and  appropriateness  for  the 
season — a  bold  display,  ample  white  space,  a  direct 
message,  a  warning  and  sound  advice,  plus  economy 
of  space.  A  slogan  issued  concurrently  ran  : 
"  BOVRIL  costs  less  than  INFLUENZA  "  ;  also 
admirable  publicity. 


WHICH  WILL 
YOU  NAVB 


Miiiiini<»nD? 


TOUCANT 


Milton 


Another  3-in.  double  column  in  the  same  class ; 
also  clever  publicity  but  lacks  the  directness  of  the 
Bovril  advertisement. 
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TYPES    OF    LAY-OUT    CONSTRUCTION 


Trade  Press 

This  section  calls  for  an  entirely  different 
angle  of  approach  to  that  used  in  general  Press 
publicity.  The  copy-writer  and  lay-out  man 
now  have  to  concentrate  on  securing  dealer 
co-op,eration,  without  which  a  general  adver- 
tising scheme  would  not  function  to  its  fullest 
extent.  The  marketing  of  the  goods  by 
inducing  retailers  to  stock  in  anticipation  of 
demand  to  be  created  by  the  general  Press 
publicity,  must  be  reasonably  complete  before 
the  commencement  of  the  campaign.  There- 
fore, the  right  policy  is  to  assist  the  travellers 
in  their  contact  with  the  retailers,  by  making 
the  commodity  known  either  in  advance,  or 
concurrently    with    the   efforts   of  the   sales 


:3:illli 


mCTKRT 

LAMPS 


Philips 

A  very  clever  use  of  the  end  of"  summer  time  " 
for  advertising  purposes.  A  better  type  face  for 
the  matter  set  on  right  would  have  been  an  improve- 
ment ;  the  sketch,  in  modern  style,  is  attractive,  and 
the  choice  of  shape  pointing  directly  to  the  name 
at  foot,  is  good. 


PUBLIC     HEALTH 
REGULATIONS     192J 

Dtslin*  viti  fnjtrtstix.*t 
it  ftdi,  tie.,  siul  ^tttiit 
frtm  lit  JsKitaty,   1927 

THE  public  are  hereby  in- 
formed that  the  new  Act 
necessitates  no  change  what- 
ever in  the  ntethods  employed 
in  the  preparation  of 

BRAND'S 

Ttit     A'l     *'"* 
FOODS  «c  DEUCAQES 


H  .^  CO  on 


A  PROMINENT  DEALER  satS: 
"The  Best  Value  on  the  Market ' 

T>w  fotlowmf  ur<*Hu.itcd  mtMk<ruaJ  liooi  Mcwn  bavillr 
ri«fM»  Ltd^  Siokc  Nrwin(i>if\,  Is  o«K  «i  mt»i  fccnvvj 
from  CMH  Aftnn  »hkh  conchutvc'v  ff^'sa  iKc  (TcM 
commKKxtX  vftW  of  oockini  'ACO*  IUii^d«. 

"  in  judfiNf  rW  Rrrili  of  a  f '.imaix^Mr  'a.  j* J 

fi^stif    TV  Aftuu 
StvtmJh     TV  MKordimt 
Thi'Jly.  TV  rfmnmif-n  irf  nr  irrr  ~i— f   r-rj 
Fm^ ;  TV  Pntr. 
UV  tmirmtihuly  tS'm  tVtf  iV  ACO    JUvrJ  mt 


Brand's 

Takes  opportune  advantage  of  the  "  Food 
Preservatives "  Act,  which  came  into  operation 
about  the  time  this  advertisement  appeared.  The 
"  official  "  style  of  lay-out  is  apt,  and  rs  emphasized 
by  the  Royal  Coat  of  Arms  displayed  at  top,  which 
the  firm  has  authority  for  using.  Adaptation  of 
topical  subjects  to  the  uses  of  advertising  involves 
quick  decision  on  the  part  of  the  advertisement 
manager  or  the  firm's  advertising  agents.  Fre- 
quently copy  already  supplied  to  newspapers  has  to 
be  scrapped  or  held  over,  at  the  eleventh  hour,  to 
take  advantage  of  some  incident  of  public  interest. 


JCO  Records 

Space  does  not  admit  of  more  than  one  example 
in  this  section  ;  this  one  is  busy,  effective,  clear  in 
presentment,  and  convincing.  What  better  testi- 
mony could  the  manufacturer  use  than  actual 
endorsement  of  satisfactory  sales  received  from  a 
dealer  ? 
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TYPES    OF    LAY-OUT    CONSTRUCTION 


force.  This  is  done  through  the  trade  organs 
•circulating  amongst  the  shopkeepers  and 
factors  who  handle  such  goods  as  those  it  is 
desired  to  sell.  In  the  case  of  a  new  proposi- 
tion the  dealer  help  projected  is  an  important 
factor  in  marketing,  and  needs  very  careful 
consideration.  Apart  from  advance  show- 
cards  and  allied  material  for  window  and  shop 
display,  inside  and  outside,  the  retailer  should 
be  kept  informed  by  circular  letter  and  folders 
giving  particulars  of  the  goods  and  terms  of 
business.  Copies  of  the  general  Press  adver- 
tisements, printed  on  sheets  or  included  in  the 
folders  already  referred  to,  should  be  circulated 
round  the  trade,  either  by  post  or  personally, 
through  the  firm's  travellers.  Strong  reasons 
must  be  brought  forward  to  push  a  new 
line  with  the  stockists,  whose  shelf  room  is 
seldom  sufficient  to  accommodate  a  supply  of 


every  new  article  or  preparation  manufactu- 
rers are  anxious  to  place  on  the  market.  The 
strongest  appeal  you  can  make  is  to  keep  the 
retailer's  interests  in  view  all  the  time — not 
the  manufacturer's.  Prove  that  the  goods  are 
profitable;  that  the  profit  makes  co-opera- 
tion in  selling  worth  while  ;  that  the  potential 
demand  is  a  sound  deduction  based  on  care- 
ful calculation — not  guesswork,  and  your 
efforts  will  have  all  the  elements  needed  for 
success.  These  few  remarks  bearing  on  the 
vital  question  of  marketing  before  advertising 
will  give  the  student  a  glimpse  of  the  essential 
factors  that  influence  the  results  of  an  advertis- 
ing campaign.  To  place  a  new  article  on  the 
market,  more  especially  when  strong  com- 
petitors are  in  the  field,  often  means  many 
months  of  preparation  and  keen  appreciation 
of  the  value  of  market  research. 


Travel 

Railway  and  shipping  companies,  as  well  as 
tourist  agencies  who  rely  upon  Press  adver- 
tising for  the  bulk  of  their  business,  are 
becoming  more  and  more  alive  to  the  value 
of  supplying  the  public  with  detailed  informa- 
tion concerning  the  facilities  available  for  the 
traveller  or  tourist — business  or  pleasure. 
Great  strides  have  been  made  in  recent  years. 
The  point  of  view  to  encourage  travel  at 
home  or  abroad  seldom  now  takes  the  form 
of  pictures  of  railway  trains  and  liners.  The 
stronger  inducement  of  the  pleasures  and 
advantages  awaiting  the  passenger  at  his 
journey's  end  is  now  being  exploited  both  in 
posters  and  Press  advertising,  the  latter  linking 
up  effectively  with  admirable  posters  which 
each  year  become  more  numerous ;  poorly 
conceived  posters  in  this  section  are  now  rather 
the  exception  than  the  rule.  The  means  of 
reaching  the  holiday  haunts  and  centres  of 
business  interest  are  now  placed  in  their  true 
perspective  psychologically,  and  become  the 
secondary    feature   of  travel   publicity.   The 


copy-writer  dealing  with  this  class  of  advertis- 
ing should  note  these  facts — rouse  interest  in 
the  town  or  country  your  scheme  concerns ; 
show  in  the  clearest  manner  possible,  by  word 
or  diagram,  how  to  accomplish  the  journey  in 
the  shortest  possible  time.   State  all  particulars 


E4af  dM  Wiatar  Sports  flifa  Smm*  in 

SWEDEN 


Sweden 

An  inviting  lay-out  which  would  have  been 
better  for  less  copy,  set  one  width  only  in  a  size 
larger  type. 
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if  possible  to  secure  direct  action,  or  put  up  a 
good  case  for  the  public  to  send  for  an  interest- 
ing booklet,  if  such  is  included  in  the  publicity 
campaign.  Travel  advertising  has  great  poten- 
tialities for  increasing  bookings  for  passenger 
transport  by  rail,  sea,  or  air. 

The  student  should  bear  in  mind  that 
picturesque  copy  must  not  sacrifice  essentials 
— he  has  to  sell  "travelling."  He  should 
make  a  point  of  collecting  and  studying  the 
booklets  issued  by  the  various  shipping,  railway 
and  tourist  companies.  If  he  has  been  a 
traveller  himself,  all  the  better  for  the  work 
he  will  turn  out. 


R.M.S.P. 

Two  excellent 
advertisements 
issued  by  the 
same  Company. 
In  that  on  the 
right  the  student 
should  note  the 
adaptability  of 
the  single 
column  form 
for  copy  on 
"reader"  lines. 


I  South  American 
Crossing. 


By 


s  A     |rr»    freen-na-sjasc     . — r— -   - 

I  httSIa  tiK  nMavcmted  warn  at  : 

s  a»  tMti  •■  kMT  sMi.  M    -   -      - 

I  Mr  M  ncOf  ym  il#i 


t  flic  URM  pace 


W|||NS?'|||^ 


Wbm  nuking  pUns  foe  your  Winter 
Holiday  remember  the  CaU  of  Egypt, 
a  country  ever  bathed  in  golden 
sunshine,  warm,  health-giving,  cheer- 
ing. Added  to  this  are  the  unique 
attractions  ol  imperishable  monu- 
ments of  a  glorious  past  and  the 
kaleidoscopic  Me  of  Oriental  cities, 
where  visitors  find  the  acme  of 
comfort  m  modem  hotels  and  divei- 

,  voBi  of  every  kmd. 
The  best  months  in   which  to  visit 
Ecvpt  are  November  and  December, 
C^en  the  climate  is  ideal  and  special 

'    cheap  facilities    for    visitmg    Luxor 
and  Assuan  are  available. 

PtrtieuUrs  of  /"rt,  urifft,  etc.,  tf  aU 
\    trtntiptl    7"*ft    B-ticux    *ni    7aunu 

Jftoan.      IVriU   f»    -"Eryf    *^    I*' 

Sldvt"    «   tfimaly  iUtiHrMtd  broclmre, 

]tm  m  tpphctuon  u  Etyf  Promotion 
f    AuKiMioH,  9,   Bmtitfy 

Cmn,  CttMCtry  Ume. 

Imiit,     WJC3.,      m 

fJOonpCm*. 


Egypt  and  West  Indies 


WW 


i'fft\ 


CHRISTMAS  CRUISE 

IN  THfe 

WEST 
INDIES 

BY    R.M.S.P. 
"ARCADIAN- 

FROM    SOUTHAMPTON 

27   NOVEMBER   (42  DAYS) 

90   Guineas    ana    Upwards 

Wrixt  fvr  Brpchmt 

THE   ROYAL   MAIL  LINE 

LONDON 

Amcrici  House,  Cockipur  St^  S.W.i 

Atlantic  House,   Moorgatc,  £.Ca 

cr  Local  Af€m 


:  wHh  nrver  a  f.ip  o(  the  «iB£— 2  minck  * 

:  fd  wriil  motion  ;>  f1>tn|  '^  flath  in  : 

:  the  wm  soutbem  sun  a»  tbcy  fle«  from  | 

:  their  pvmicn  ^*t\  btknv — We  and  sun-  : 

r  sMoe  ind  ozont:  all  itooiit  you  to  cheer  = 

t  y<M  an  your  %iy.  t 

s       For  a  South   Atlintic  cratune  Is  1  : 

r    )oyous  aHalr,  »ith  miti<  and  dancioc  • 

I    and  Kamcs  and  the  &aUd  C*«Bfofti  otf  = 

t    huurious  ulnons  md  UMg  dect-chain  = 

5    and  fpicurcan  bonfktt-boucncs  prepared  2 

•    by  the  chef  to  cope  with  the  ca»tromailc  x 

:    n £|«iren«ats  oC  afipetltcs  shvpcntd  by  : 

z    the  taag  o(  tttt  sea  ail.    And  at  nicM.  : 

I    ttcamHC  vkaMg  fci  an  ocean  o(  cleamtnf  : 

piMttpbOMi  bnealii  the  Southern  Craas.  : 

yo«  mfcrtMitlj  kave  your  chair  «■  deck  • 

far  flK  deep  untroubled  sleep  vttfch  : 

coawa  to  these  at  sea.  ; 

Rio  de  Janeiro,  with  K»  wondrous  ; 

bay,  tts  SucarLoaf  aad  istaad  moun-  : 
taw.  Its  cnat  promenade  aa  ' 
taMincs,  weViimes  you  to  ma 

lAerc  palm  and  bafiana  awi  i^»-%i^  •> 

asurtsh   side   by  side  wMi  tke  ea«ee.  = 

cacao  and  tobacco  which  ait  Mpiv  t»  • 

oeaU  a  new  frtat  po«-er.  ~ 

Akct  with  its  car  racecourte,    = 


3MMi  eipera.  its  m«m  popula- 
•In   l»te»t    »-uol    martet    in 


Two  good  newspaper  advertisements  to  induce  long 
distance  travel  abroad.  Note  that  all  three  advertisements 
on  this  page  are  made  active  by  a  request  to  "  write  for 
brochure." 

8r 


,  Ml   « .^ - 

ttK   vorid   tailiph    you   to    vuit    the  • 

s    Ar;;entinc  and.  perhaps,  to  fi  inland  to  = 

■    the  freat  cattk  e$tJ^cia^  «hKh  fonn  the  r 

luckbone    ol    tts    wealth.     How    many  ; 

pcoyk  kaov  that  thi^  City  of  Good  Ain  = 

b  Ua  MOad  Ulia  city  in  the  »r»U,  with  : 

■  nuriitilloli  o<   t.IW.Oou.  and  nches  : 

NidiMCitot  and  Mendo2a  Little  dteamed  : 

Id!  I 

For  fun  partioitan  m-ith  itference  to  | 

P.Mi.P.  Serviced    to    South    America,  z 

New    York,    France,    Spam.     PortHtal.  = 

Madeira,  and  the  Bermuda^,  Cruises  lo  = 

Norway,  The  Meditetianean.  or  to  the  = 

West  Indies,  i 

;    W'rifc  far  lOttstralrJ  nrc»»>r  V«  S-<  /,  : 

The  ROYAL  MAIL  i 

STEAM    PACKET   CO.  | 

LONDON:-  i 

AllMlk  tmt.  Boofola.  t.Cl.  § 

tkwMif  HQ«ja.  Ceckarv  St.,  t.W.I,  | 
UVCItrOol.  -  ^J«rM,  WsMr    9um*. 
MA.NCMUTUI:-l.    AT 

MluaiMCifAaa  =  -ii^  c 

VLAaOOU.-IJS.  BwiftM 
■OVTHAHrrONt- 

OK  uxAL  Aztam. 


These  two  R.M.S.P.  advertisements 
are  inserted  for  interest  in  copy- 
contrast.  That  announcing  the 
"Christmas  Cruise"  gives  essentials 
only — date  of  sailing,  length  of  cruise, 
and  minimum  cost.  The  second  is  a 
finely  written  reader-display  announce- 
ment describing  the  crossing  and  the 
outstanding  features  of  the  two  South 
American  cities — Rio  de  Janeiro  and 
Buenos  Aires. 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


TYPES    OF    LAY-OUT    CONSTRUCTION 


Travel — {continued)       Cunard 


Tes.  Sir.  the  Big  Three 
do  loch  fine  this  year! 

'^ifmmUttmt^mmt  M  W  Ik* 
■  rmillliy.,,  iJ  W  Mm  m  ■• 
•iTtktac  ••  ib>  AlirMk  *M  (M  M< 
'  ■■■" ^ -  1 1 irflirta.  Ifci  IWM ILL 


'^^•iila'llHaiMlh  TWSi 
■■■r  ■niiiiiniii.  tifn  m»m 
■k  *•  tmmt  ,W*  tmt  Im  A,  im 
ka«»  aUk  li«  ihM  Haeli  W  ikfaaa 

■*  'g"r'"»  *"  •<•  tllin Ya. 

•k  Ik  dik  r>»  W^  iMaMW  MMT 

Ikt  •_>■  al  (rink  tMki  a^  tiMH. 
'TbifaaOir   TlMkaalnnfaa 

-V«  •»  IW  1^  ThH  ■•<  U. 

Ti  <ii  ilii.   •!•  Oirti    >   I.   lb. 

»i»if  ijfm.  II  a  »  «.  i.  lb. 

Nartk  Ste,  wBniWt  lk>  mtwu 
f  I  liii  >i  Ita  CriMkto  ••<  iki 
ftiiriiHiitl—UiiiH^    ll_«»t 

RMSBERENGARIA 

SAILS  MARCH   2  nd 

F—tut  tcmn  MTTKi  M  tt<  virML 


il«.<l      J 


CUNAR  D 


More  space  at  foot  and  less 

at  top  would  have  improved 

this  lay-out 


Typewriters 


A  halt  double  column  of  personal 
talk  full  of  human  interest  and  "  comfort " 
inducement  to  make  the  journey.  A 
narrow  ornamental  border  would  have 
increased  attractiveness  for  the  class 
appealed  to.  The  "  Cunard "  line  has 
set  an  excellent  example  to  other  Steam- 
ship Companies  by  the  issue  of  advertis- 
ing literature,  finely  produced  at  great 
expense.  The  copy  in  the  advertisement 
illustrated  is,  perhaps,  a  little  too  reminis- 
cent of  our  friend  Jenkins,  of  Kensitas 
cigarette  fame  ;  it  is,  however,  full  of 
acceptable  information  for  the  prospective 
traveller.  A  better  plan  would  have  been 
a  "  question  and  answer  "  form  of  copy  ; 
the  waiter's  speech  is  far  too  lengthy  t ) 
read  naturally. 

L.M.S. 

A  modern  lay-out  with  a  somewhat 
cryptic  sketch  to  draw  attention,  appar- 
ently suggestive  of  the  journey  across.  A 
better  appeal  would  have  been  some 
pictorial  indication  of  the  joys  awaiting 
the  traveller  on  arrival ;  a  good  adver- 
tisement nevertheless.  Although  the 
announcement  is  devoted  to  suggested 
application  for  "a  delightful  new  book, 
entitled  Travel  in  Ireland,^''  some  idea 
of  the  cost  of  the  journey  might  with 
advantage  have  been  added  to  the 
information  given,  which  simply  specifies 
the  several  alternative  sea  routes. 


Cava,  t,  ki  tkt^tt  tm  kM 

••  kw  *•  Oto  r  III!  Ill  C>K 

•>«iN>4l 

KWJ. 


IWiS 

TO  IRELAND 


TW 
na 


The   hardest   task  for  the  copy-writer  in  way,  try  to  ferret  out  some  quality  or  charac- 

advertising  typewriters  is  to  discover  points  teristic  that  will  give  distinction  to  the  adver- 

that  differ  in  essentials  from  the  many  other  tisements — such  as  may  be  calculated  to  help 

writing    machines    on    the    market.    Visible  sales  of  the  machine;    points  that  are   not 

writing;    ease  of  manipulation  ;    a  standard  common  to  other  makes.    It  is  surprising  what 

keyboard,  are  now  common  features  of  most  careful  investigation  will  at  times  reveal,  and 

of  the  best  known  makes.   Such  attributes  as  it  is  for  the  copy-writer  rather  than  the  manu- 

silence  in  working,  absence  of  bright  parts  on  facturer  to  search  out  selling  points  for  appeal 

the    keys  to    cause  eye  fatigue,   portability,  to  users  of  this  now  indispensable  unit  of  office 

lightness  in  weight,  and  touch — all  these  are  equipment.   The  copy-writer  who  can  use  a 

very  valuable  claims  if  they  can  be  introduced  typewriter    possesses    an    advantage    which 

truthfully.    If  such   advertising   comes   your  becomes  an  asset. 


te 


A 

Happy  End 

to  all  Typewriter  Troubles 


UNDELIVERED    LETTERS 

LAST  WIGHT    r>» 
CRITICISED  "T  l«tt«r«. 

I  DON'T  V\.m»  you, 

BUT  THEY   *f  nm 


tttammm* 


l>    I  il  «i  k<dk  br  iteliivM  Tnr 
*c  aarit,  ■•  '}  BMk"  mi  "4  Bj«> 


Vm 
df  the 


il  am  ik(  CoiaiiT  •■•• .  ..  . 
itlMlJii  vitfc  oat  arlkt  ohm 
oflhacaoddi  oa  ikr  (reundi  of 
wapaqr  vak  ikinf  cAoarr. 
THBIB  ABE   MO  OTHEB 

Tfmnrms  uu  -nan. 

>kJk/i*tal-.^_ 
««t  tnu — 


A-.k' 


P0ierABL£ 

70,  NEW  BOND  ST..  W.L    »<»«.  M>j«Wr 


.Pai.IM  THIS  GOUNM. 


TsftTiisrsi'^nJnas^JS-r-^s^ 


*«i- 


LONDONi    TI.  7S<.  Qsnn   %',»>«   Slim 
ntOVINCESi    Loot  in  lay  ul^flvm  book. 


Underwood 

(Half  double  column  newspaper  advertisement). 
Is  a  good  example  of  modern  methods  of  approach. 
The  portable  machine  provides  material  for  inter- 
esting copy,  and  the  coupon  at  foot,  in  connection 
with  easy  payment  terms,  is  good  business.  The 
unusual  wording  and  arrangement  of  the  heading 
is  out  of  the  ordinary  and  has  power  of  attraction  ; 
the  initial  N  in  the  signature,  however,  lacks  legi- 
bility, a  rather  bad  fault  in  my  opinion.  The  blocks 
of  the  two  models  could  have  been  slightly  larger 
without  marring  the  balance  of  the  lay-out ;  small 
blocks  in  this  instance  suggest  toys  rather  than 
practical  machines.  The  lay-out  and  copy  other- 
wise are  excellent  salesmanship  in  print. 


Royal 

The  idea  is  original  and  carries  a  message  to  the 
"  chief"  which,  if  they  dared,  many  typists  would 
like  to  send.  The  suggestion  at  foot  to  "  Look  in 
any  telephone  book "  for  the  firm's  provincial 
addresses  is  a  distinctly  new  stunt  presumably  to 
effect  saving  in  space.  Neither  of  these  advertise- 
ments score  particularly  as  lay-outs,  although  good 
average  work.  The  "  Underwood  "  has  too  many 
points  of  almost  equal  importance,  and  the  absence 
of  a  border  line  tends  to  give  a  "  scrappy"  appear- 
ance to  the  whole.  In  the  "  Royal "  advertisement 
the  sketch  overpowers  the  name  block.  This  latter 
could  have  been  larger  in  size  by  deleting  the 
unnecessary  typewriter  illustration  above. 
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ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


TYPES    OF    LAY-OUT    CONSTRUCTION 
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Various 

This  section  deals  with  miscellaneous 
examples  of  varying  importance,  some  of 
which  demonstrate  "  snags "  the  student 
should  bear  in  mind  when  taking  up  practical 
work.  Particular  attention  is  drawn  to  the 
block  on  right  of  this  page,  where  the  two 
advertisements  arc  difficult  to  distinguish. 


THE  CHEAPEST 
BUNGALOW 

CvriiC*  IBkl  !•  wMrrtt  IUii«*r  ^toU'>n. 


£175 


OLYMPIA     MODEL 

Sa  ft.  m  aa  rt.  S  or  •  KOOMa. 

BVHCAU>WS.fOIH  UMLM  tVILOtdtSS. 

ttoToa  Mdlais.  «rc .  TO  Ji/iT^ 

tVKKr  runit. 
»rf  mitt  ;«m>niii  r^dnfmrmlMt 

ftnliHii.ll«  1  *>u4io»>  )••■  Jm 

•«>  tat,  m  M. nuZiriMMii  vw 


Cleanliness 

Your  engine  will 
keep  free  from  cu^ 
bon  (or  thouMuuls 
of  miles  if  you  always 
fill  up  wi^ 

:bf| 

TMI  BETTISH  PSTSOL     § 

— M— —nil i 


Demonstrates  forcibly  contrast  between  bad  and 
good  advertising  ;  these  appeared  side  by  side. 
That  on  right  gains  immensely  ;  that  on  left  could 
have  been  vastly  improved  by  a  pure  and  strong 
line  drawing  of  bungalow,  omitting  background, 
and  better  type  arrangement. 


g^  ^Qvms  mm 


Good  use  of  a  small  space — 2-in.  double  column. 
The  words  in  panel,  "  6  platefulls  for  sixpence," 
have  obvious  selling  value,  coupled  with  the' full 
list  of  "kinds." 


S* 


ephenson'ft 

Floor  Pohsh 


Pmt  ymmr 


Another  well  displayed  small  advertisement,  with 
a  good  slogan, "  Puts  years  of  wear  into  linoleum  "  : 
i-in.  double  column. 


Fat  Reducing 
Jdvt. 

Typical  of  this 
class  with  one  seri- 
ous defect  —  the 
marking  off  of  the 
coupon  is  much  too 
definite,  resulting 
in  confusion  with 
the  announcement 
immediately  be- 
neath. Bad  make- 
up in  advertise- 
ment pages  is  a 
possibility  always 
to  be  reckoned  with 
and,  in  this  case, 
should  have  been 
countered  by  a 
heavy  rule  at  foot 
and  a  lighter  rule 
above  the  coupon  ; 
better  still  no  rule 
above  at  all,  as  the 
advertiser's  name 
does  not  even  re- 
motely suggest  any 
connection  with  the 
matter  above. 

Note :  Always  avoid 
running  strong 
rules  right  across  a 
lay-out  except  top 
and  bottom,  even 
if  the  advertisement 
is  enclosed  by  a 
border. 

Attention  is 
drawn  to  the  dis- 
played line  "  Send 
No  Money  "  in  the 
dominant  advertise- 
ment, and  the 
method  of  leading 
ontothe"C.O.D." 
offer;  also  the  sav- 
ing if  cash  is  sent 
in  advance. 


WhcKDoKDU 

Reduce? 

«■ aiiiiiuMtMWfwM^ 

««M  rM  'MM  M  tM>N«  4Wb(.  m 


III «<w.   n—UnTtU. 


IMIon  at  Ut  ind  aukaa  ItnaMll  1b< . 

Intcil  •iM-tian  luuajfrat  Ih*  Km>  S,4aetmt  Cm^ 
iiu«  ixi  /Klrd  lor  Ikr  Int  UiM.  rauM  tbr.Mao* 
■Co  coarM  tliroath  Ihe  Ul  fta4  4iMolvo  Itt 

SPECIAL    PRICE    OFPBK. 

Tk«r«uaoUln(«lMlitcit.  ••sulttMt  iiMilacw 
V<M  IIMMlf  tiM  Inh  jrauwuil  l«  loM  »4  -InrT 
fMT  gfmt»  In  (nc«f«l.  bMuillal  cwn  Iku 
ntnvSti  Ml«irt>.  Tkoduxls  ot  ('•>•  Kttuetm 
Ciwkankani  MM  u  Imaiir  atnllinn  sa^  ii^ 


AT  Uit  is-l«w»  li.« 
iUKa«ral  k  ■iin> 
IwM  aMk***  lh*a 
ukM  •*  tuh  ina 
■alft  •<  Ik*  Xmtf.  H 
ImM  I*  Mu  iMf*.  or  y««f 
■  hoitlftorf  loo  tbi(^i.  m 
your  tliijiiu  arr  faM>  flf  phr* 
•*r  yo«r  mbdoiucn  ff^ 
tn4M.j««M«4 


■I  yMM  MfllM*  .  Sy  I 
•(  !••  t'MO  Uttnttmt  tVs 
Ihoaanda  ot  uroplc  ar» 
1  ■•Wlllf  foOUltul.  Slei^ 
itm  ifutcft  In  a  •iirprl%> 
tu«U  ftbArt  litno.  Wli«i« 
a^vliod  to  tho  *«kTfHt* 
(or  oalj  o  low  iBlB«tr^  4 
Qtttotlott  liina— »  Ul«  OBtto 


o«kna«ltl«rwitr  IM 
ilMiM  •hUUafls  *'* 
•Mfiaoa>Hr  Aootfort 
trial  >••  (focitl 
c«upo«. 

SEND    NO 
MONEY. 

Jitft  fill  i«  aiiiJ   p<Mi 

tiK   roiipoa,   aud  llic 

wilhlnatiurtionrf.  will 
tr  .(III  ycu  "C  O.I>  t. 
Hklien  Ui<f  ln*iia«*«l 
■rrirw,  Int  <*f<»ii 
IM  (fliM  *  tern  fnr» 
IMMUI  llWHW)  allh 
ili«  potJtmm.  If  >oti 
■rl*  mmt  mtnfy 
•4**a<«.   Ill* 


•  ^■(•^•^ 
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MODERN  RESEARCH  SOCHTT.  LTDL. 
Oipt  vux),  3,  Uwtr  ioka  St,  Ua4«B,  W.l 

ricoao  «m4   ■«.   Hl^laJn  r^oUiMr,  Itao   1^ 

I 
•MUl  clUriM.  Willi  ibo  aodAMuMIU 
lior*  (■ 


Mtdmrlmtrat,    Ou  IkloaBoeially  Bo4aratf  (^ 

ilr  MA  Mna  •  l«»  ■•••■ 

"  (Em  f 


■mi  p*f  lh«  foalHWil  uuT] 


Mvo  tl>«  ittormatrod  ^*il«g«  ol  roiaraliic  Um 
C>ty  wHbIa  ••«  Aaf*  ID*  kariM  nr  114  arouu* 
ra(iia4(4  U I HB  aot  4«U«,'^M4  •!>»  naulu. 


N.UII.. 


ADPilM..-- 


Toirs ,_ 


5.19.6 

famaaj  »aM  r.M. 

AlMaMMM 

JUyji*  l«.fTL^l'i»'Sal 
Ma  aiMl  aMM   IIOUIII.t: 


iiraiiio   Ikr 

H0o'mi    all  IMf 

Nl^a.1   raUA  piifV  IM.  a<^ 


nr..^..M  '<Ma  V  «l 

tUlLOHDNg 


Bad  make-up  of  an 
advertisement  column 
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^//7/  much  room  for 
improvement 


OKrrao 

gPCW/ARESURV    LANE 

or  aaTMCMALL  COCWAHC 
im^mnr.   t^gKarrona 

Estate  Agent 

A  too-crowded  4-in. 
single  column.  Well 
displayed  in  contrast  to 
the  usual  style  in  this 
class.  Small  lettering 
better  if  type  set. 


Qmm,m>t—4  "WEVE»  fADE"   UWtWS 
<  '    l-oc  all   thoie  p*r|iOa^  («  whKh   i.«k>urr4 


^"■^ 


ra4* 


1 
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Mutton's 

A  good  2-in.  single 
column  advertisement. 
This  firm  has  built  up 
an  important  business  by 
a  consistent  policy  of 
small  space  publicity. 

"  Lineage  "  adver- 
tisements have  been  em- 
ployed to  a  considerable 
extent. 


Sf\  O     from  CAPT.  E.  B.  B. 
•vJ«Oo  TOWSE.  V.C.  C.B.E. 

The    Bl>nd    Chairmen    of    th*    Nstionat    Instilntc    for  the  Blind 

A.ii>r.>../    li*i./.r    I*.     H!>ft    /*.'■■«>     4..'      lif.-O  ) 


Can  ft/WM/KH.   w  itii  ■'i*^  ^'*t^ 


.4Mi«u      CAPTAIN    E.    B.    B.    TOWSE.    V.C.    CA.E. 

National  Inalituta  for  tn«  Blm^ 
226  Crrot  PorlUnJ  St-..!.  I  —J—    "'  • 

s.o.s. 

This  reproduction  of  a  letter 
written  by  the  blind  chairman  of 
the  Institute  is  unique ;  novel, 
arresting,  and  no  doubt  effective  in 
its  appeal. 


Spratt's 

Excellent.  The  dominance  of  the 
illustration  is  a  great  asset  for  attract- 
ing attention  to  an  advertisement 
moderate  in  size — 6-in.  double 
column. 
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Canada's  claim  for  trade 
superiority 


CANADA 

spends  her  dollars  on 
British  Goods- 

Lii*i-  "~»  r-V>—    ' .'" ■■  *•**  "T^. 
r.i*«in«liM*kniihn«iirfi*. 


fNaMVcTMkM. 


^_ 


EMPIRE  GOODS 

ASJC  -«  »r  HUTISH' 


J^ 


E.M.B. 

Another  outstanding 
example  of  the  E.M.B. 
advertising  ;  included  here 
owing  to  exigencies  of 
space  in  its  proper  section. 


Windermere 

An  example  and  a 
warning.  White  lettering 
throughout  on  a  black 
ground  is  practically  un- 
readable— altogether 
impracticable  for  news- 
paper advertising — better 
avoided  altogether. 
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Wireless  Requirements 

Broadcasting  has  given  a  fresh  impetus  to 
activity  in  the  electrical  trades,  the  limit  of 
which  it  is  impossible  to  gauge.  Highly 
technical,  the  copy-writer  needs  to  be  some- 
what of  a  specialist  to  handle  this  class  of 
advertising  which,  undoubtedly,  will  increase 
tremendously  as  familiarity  with  the  more 
delicate  manipulation  of  wireless  sets  renders 
the  vogue  of  listening-in  still  more  popular. 
It  is  important  to  avoid  suggesting  possible 
difficulties — which  may  not  actually  exist — 
by  the  introduction  and  stressing  of  technicali- 
ties. If  you  are  yourself  well  versed  in  that 
direction  do  not  let  your  knowledge  prove  to 


AbM. 


M<y 


'T'HOE  aa  am  ll>v  ■  U.  ikM  UiA  lh>  •  M  A. 

1   •^-'— -'--'-^  — "---^-^         -        -    II 
faHbai 


-'—'»-"■——-•-»      d-ar-M. 


»-J»»M5— E.    ^"T**-  —..^gl,  >3J3t 

«— 1^.  ■■  ^■. ».. .  -t    ,1  ■  III  I  - 


1 CUT    HERE 1 

T«  ■MWLtf  I  Lin.  J 


^t  111  nil  I     J  -  -■    •      " 


LEEC8:   ttl      i>  IStWi»Cit»S»t) 
CARDIFF:  O.Oia«k.    MMtnUMrrON:  N.T1aDiwi)r 


be  a  handicap  instead  of  a  help.  I  refer  here 
to  general  advertising;  copy  that  is  too 
technical  will  retard,  instead  of  increase,  sales. 
Be  as  clear  and  simple  as  you  can  in  the  copy 
you  write ;  be  technical  only  so  far  as  is 
necessary  to  explain  the  apparatus  and  how  to 


use  it.  Take  your  stand  on  efficiency  and 
reasonable  cost  if  you  can  do  so  with  confi- 
dence. The  proposition  itself  should  easily 
provide  you  with  one  or  more  selling  points 
bound  up  with  the  goods  for  which  you  are 
to  act  as  salesman. 


SEVEN  STATIONS  AT  COOO  UHJO  SKAKCR  STIKNCTH 
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•act  ■  !■■( 


aailkimici 
>  tammtA   i 
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tuacU   ax 
Mkjfeurac- 


■oMfc,  liwitn^  OiMMfy  ud 

two  9*IU  WMMMM,      TWf  ttmc 

«  with  suiprua^  lobuuon*. 

THE   BRANDESET  U 


/ft 


fnt    bffOHflK 

'.  tficai  erf 

Aim]  the  Bnntialj  loud-spcakcf  tt 
•  hnr  ii>c<lium  ci  ictf  «>pnHloa 
lot  itu»  occUcM  receiver,  li  b 
the  bcKof  tlM  Brandct  bota- 
rypc  mcMklt  Aod  u  reduced 
frum     UMry    to    Kvcary-fiTc 

THE  BRAKDQLA 


10    o 


Ci  «s 


Brandes 


^«r  «  iJ«v«i  w  airifiw  ■!  ffil  .) 


>«>•■•*.*••»«> 


mav   «vr  iirrrr;<«{C  M^unt 


Burndept  and  Brandes 

These  two  examples  are  well  laid  out.  The 
main  copy  in  the  former  could  be  cut  with  advan- 
tage, and  the  opening  paragraph  set  a  size  larger 
to  connect  up  quickly  with  the  script  headline,  the 
wording  of  which  is  open  to  improvement.  "Famous 
Everywhere  "  is  suggested  as  a  better  alternative,  or 
the  sub-heading  made  the  main  one  linked  up  with 
the  name  "  BURNDEPT — the  best  that  money  can 
buy  ";  the  copy  could  still  stand  as  it  has  a  closer  con- 
nection with  the  picture  than  the  present  heading. 

In  the  Brandes  example  the  type  matter  is  just 
a  little  too  close  to  the  sketch  ;  a  lo-point  lead 
inserted  here  would  have  introduced  just  sufficient 
white  space  to  make  for  easier  reading  of  the  text. 
For  perfect  balance  the  space  at  top  should  be  equal 
to  that  at  either  side  of  the  sketch. 
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PART  II 

CHAPTER  I 
PROOF  CORRECTING 

EVERY  copy-writer  should  make  himself  goods   advertised,   should   be    very   carefully 

familiar  with  the  recognized  signs  used  checked  before  sending  to  the  printer ;    this 

for  proof  correction  ;    these  technical  points  avoids  pitfalls  when  the  proofe  are  submitted, 

are  not  difficult  to  memorize,  and  a  full  list  is  as  is  often  the  case,  at  the  eleventh  hour  before 

given  on  page  88.    It  is  the  practice  in  the  going  to  press  and  have  to  be  "  passed  "  while 

leading  service  agencies  to  employ  a  "  reader,"  the  messenger  waits. 

who  is  made  responsible  for  these  details,  yet  If  the  matter  is  for  a  booklet  or  catalogue 

the  copy-writer  should  invariably  correct  his  the  need  for  perfect  copy  and  lay-out  is  still 

own  proofs  in  essentials,  even  if  he  leaves  to  more  insistent  to  keep  down  to  a  minimum  the 

the  reader  the  task  of  "  reading  for  literals,"  inevitable  extra  charges  for  "  author's  correc- 

i.e.  wrongly  placed  letters,  capitals  where  lower  tions  "  which,   if  heavy,  upset  entirely  the 

case  type  should  be  set,  letters  upside  down,  original    printing    estimate,    in    which    such 

price  quotations,  and  so  on.    By  exercising  amendments,    being   an    unknown   quantity, 

such  supervision  he  is  able  to  make  alterations  cannot  very  well  be  included,  though  some 

or  improvements  in  his  copy,  or  in  the  lay-out  allowance  is  usually  made  for  them, 

of  the  text  matter.  In   the  case  of  Press  advertisements  the 

Although  the  printer  is  expected  to"  follow  setting,   and   all    reasonable   corrections,   are 

copy  "  he  does  not  always  do  so  in  the  larger  included  in  the  charge  for  the  "  space  "  booked, 

sense    of   strict    adherence    to   the    plan    of  Only  in  exceptional  cases  is  a  charge  made  for 

lay-out.   To  follow  copy  literally  is,  however,  setting  alterations  and  additions,  which  usually 

an  unwritten  law  in  the  composing  room,  and  have  to  be  very  heavy  indeed — ^perhaps  involv- 

it  is  not  the  compositor's  business,  or  even  ing  re-setting  entirely — before  the  question  is 

that  of  the  printer's  reader,  to  point  out  errors  raised  by  the  publication  concerned, 

in  grammar  or  spelling  which  may  have  crept  -       .,.       ^^  ^           ,, 

inadvertently  into  the  copy ;    frequently  the  ^'^Olding      btlOgS 

typist  is  at  fault ;    sometimes  the  copy-writer  When  correcting  proofs  undivided  attention 

himself.    Particularly    in    advertising    matter  >s  imperative,  otherwise  the  most  serious  or 

unusual  wording — not  bad  grammar — is  often  absurd  mistakes  are  liable  to  go  through  and 

introduced  purposely  to  attract  attention :   for  cause     endless     trouble.   To     illustrate     this 

instance,  a  caption  may  be  commenced  with  a  danger  the  following  concrete  instances,  for 

lower  case  letter  instead  of  the  conventional  theveracityof  which  the  writer  can  vouch,  will 

capital.   The  composing  room  staff  of  a  news-  be  useful  to  the  student  as  a  warning  of  possible 

paper  or  periodical  is  usually  alive  to  this  fact  "  snags  "  in  proof  correction.   The  examples 

and  follows  copy  as  "  correct."  given  here  were,  luckily,  detected  in  time. 

J  •       •-!  W  ^^^"^ '    ^^  ct.  Wedding  Ring.    Proofed 

Checking  Copy  as  22  cwt. 

All   typewritten  copy — especially  descrip-  (b)  Item :      Curb    Bracelet.     Proofed    as 

tions  and  prices  set  below  illustrations  of  the  "  Cruet  Bracelet." 
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Although  such  absurd 
mistakes  in  proofs  are 
not  met  with  frequently, 
these  two  instances  illus- 
trate as  few  others  could 
do,  the  dangers  awaiting 
carelessness  in  proof 
reading.  Neither  is  it 
only  in  details  that  care- 
ful watchfulness  is  neces- 
sary; mistakes  in  head- 
lines— often  set  in  large 
type — sometimes  occur, 
and  may  be  overlooked 
through  the  mere  fact  of 
size  leading  to  uncon- 
scious neglect  when  read- 
ing proofs  against  time, 
as  is  often  the  need  in 
agency  practice. 

In  proof  correcting  I 
strongly  advise  that  each 
proof  should  be  checked 
more  than  once  before 
final  passing  for  pub- 
lication, and  I  conclude 
this  section  with  a  warn- 
ing to  be  extremely 
cautious  when  cutting 
items  or  sections  from 
earlier  proofe  of  adver- 
tisements— those  which 
have  already  appeared — 
or  you  will  be  probably 
asking  for  trouble.  In 
department  store  pub- 
licity this  point  is  a  vital 
one.  The  danger  lies  in 
the  cutting  being  taken 
from  an  uncorrected 
proof  in  which  matter 
under  blocks  may  have 
been  transposed,  or  prices 
and  descriptions  altered 
before  publication. 


Turn 


over 


j6^  Insert  space 

^_  ^   Close  up  entirely 
^„^^    Less  space 


PROOF  CORRECTIONS 


f 


Straighten  lines  or  blocks 


Raise 


Lower 


--/    Hyphi 


Comma 


(^     Period  (full  stop) 


© 

Colon 

-f 

Semicolon 

>> 

Apostrophe 

uote 


^    Q 


/  \      Close  up  lines 

t-^      Insert  em  quad  space 
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Bad  or  broken  letter 
^,      Push  down  space 
yL^/     Insert  dash 

1  L       Move  over 
Ci^      Set  in  capitals 


Ic 


Lower-case  letters 


^*  C*      Small  capitals 
4^1^       Wrong  fount 

C^/    Transpose 
Or       Delete  (take  out) 
t/j^     Set  in  italics 

X       Something  omitted 

>^L       Change  italics  to  ordinary 
^^*        upright 

^^.^     Heavy-face  type  {not 
larger) 

^^iUtJf^f^  Equalize   space   between 
/  *»  words  or  mareins 


ISiMtitl 


margms 

No  break:  follow  on  after 
previous  matter 
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CHAPTER  II 
TYPES  JND  BORDERS 


type  books — obtainable  on  request — should  be 
consulted  and  the  work  placed  out  for  such 
special  setting.  A  matrix  from  the  forme  or 
setting  is  then  made;  this  :s  employed  for 
casting  stereos  for  the  use  of  the  publication 
or  publications  in  which  the  matter  is  to 
appear.  It  is,  however,  only  when  a  number 
of  duplicates  are  required  that  the  extra  expense 
incurred  is  worth  while.  In  extensive  adver- 
tising campaigns,  involving  duplication  on  a 
large  scale,  special  settings  and  stereos  are  usual 
so  that  all  should  synchronize  ;  matrices  only 
are  often  supplied  to  publications  running  their 
own  stereotyping  plant.  Risk  of  variation  in 
settings  of  a  carefully  planned  lay-out  through 


'TpHE  type  or  types  selected  for  an  adver- 
•*-  tisement  has  a  direct  bearing  on  the  sales 
of  the  goods  advertised.  The  few  examples 
given  here  are  usually  employed  and  cover  all 
requirements,  from  type  for  strong  display  to 
founts  of  extreme  delicacy — the  kind  that 
should  be  chosen  for  advertising  high  class 
and  expensive  goods. 

The  examples  of  types  referred  to  have  been 
restricted  to  those  most  useful  to  the  copy- 
writer— those  which  he  can  rely  upon  as  being 
included  in  the  equipment  of  the  composing 
room  of  most  newspapers  and  journals.  When 
it  is  desired  to  secure  a  setting  in  a  "  face  "  not 
in  general  use,  one  of  the  leading  printers' 

Cheltenham  bold 

Choose  your  type  to  suit  your  subject 

Cheltenham  light 

Choose  your  type  to  suit  your  subject 

Caslon  heavy 

Choose  your  type  to  suit  your  subject 

Caslon  light 

Choose  your  type  to  suit  your  subject 

Sans  heavy 

Choose  your  type  to  suit  your  subjec 

Wide  Bold  Latin 

Choose  youp  type  to  suit  your  subject 

Modern  Roman 

Choose  your  type  to  suit  your  subject 

Ionic  Old  Style 

Choose  your  type  to  suit  your  subject 
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possible  deficiencies  in  type  equipment  is  ruled 
out  by  this  method,  and  the  campaign  strength- 
ened to  that  extent  in  cumulative  effect. 
Most  people  see  more  than  one  newspaper 
and  the  same  advertisement  repeated  exactly  is 
a  strong  further  appeal  for  reader  attention. 
The  proper  use  of  heavy  and  light  face  types 
has  been  dealt  with  already  in  the  "  demon- 
stration "  sections. 

In  the  larger  sizes,  Cheltenham  bold  and 
heavy  Caslon  are  always  safe  for  effective  dis- 
play. Modern  Roman  for  text  matter  is  sound 
in  any  case,  and  is  held  by  practically  every 
printer. 

The  following  little  table  for  calculating 
type  sizes  and  number  of  words  per  square 
inch  will  be  found  a  useful  supplement  to  the 
"  type  sizes "  guide  (page  93}  which  gives 
type  sizes  from  6-point  to  36-point — 


ADVERTISING 

Expanded 

ADVERTISING 


Normal 


ADVERTISING 

Condensed 


WiWiWiWiwrnwimmm^^ 


Size  of 

fForJs  per 

type 

square  inch 

8-point 

3» 

10     „ 

21 

12     „ 

14 

14     " 

10 

18     „ 

6 

Type  can  always  be  spaced  out  by  the  use 
of  leads  between  lines  or  letters ;  the  best  plan 
is  to  leave  as  much  to  the  intelligence  of  the 
compositor  as  you  can,  rather  than  calculate 
too  nicely  the  size  in  which  your  copy  should 
be  set.  A  rough  idea  is  generally  sufficient, 
keeping  your  own  calculation  rather  under 
than  over  the  number  of  words  the  space 
should  accommodate.  Note  that  a  line  of 
display  type  can  sometimes  be  set  a  size  larger 
than  expected,  or  may  contain  one  or  more 
letters  than  when  set  in  normal  size  type — 
by  using  what  is  known  as  "  condensed " 
letters  ;  on  the  other  hand  "  expanded  "  type 
may  be  employed  to  fill  out  a  displayed  line. 

A  "  normal  "  setting  is  recommended  for 
general  purposes  i  distortion  of  tjrpes  is 
inimical  to  easy  reading. 


Six  examples  of  printers*  Borders  infrequent  use 

Blocks,  Screens,  Tints,  and 
Stipples 

Brief  descriptions  of  these  under  their 
proper  headings  will  be  found  in  the  glossary 
of  technical  terms  at  the  end  of  Part  III. 
They  should  be  studied  in  connection  with  the 
illustrations  given  here  of  engraver's  mechani- 
cal process  screens,  tints  and  stipples.  It  is 
important  that  the  right  screen  be  chosen  for 
half-tone  blocks  to  suit  exactly  the  paper  on 
which  the  block  is  to  be  printed.  It  is  always 
the  safest  plan  to  consult  the  blockmaker. 

A  word  of  caution  with  regard  to  the  use 
of  mechanical  tints  or  stipples.  Useful  as  they 
are  for  adding  shaded  effects  on  line  drawings 
there  are  two  points  of  exceptional  importance. 
Never  indicate  more  than  two  tints  or  stipples 
on  the  same  sketch,  and  use  only  on  reasonable 
size  spaces.  Introduced  judiciously  these  aids 
are  effective.  Good  art  work,  however,  is 
seldom  improved  by  "  mechanical  "  additions 
— A  tint  or  stipple  added  by  the  artist  is  usually 
preferable. 


■ 
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Useful  Tints  and 
Stipples 

These  examples  repre- 
sent those  in  .general  use, 
and  mostly  available  when 
ordering  blocks.  A  full 
range,  including  a  num- 
ber of  other  interesting 
alternatives,  can  usually 
be  obtained  from  the  lead- 
ing firms.  Printed  on  a 
sheet  or  in  a  handy  book- 
let, all  that  is  necessary  is 
to  mark  over  in  blue  pen- 
cil the  portion  of  the 
sketch  to  be  covered, 
indicating  the  tint  or 
stipple  required  by  num- 
ber, or  any  other  method 
adopted  by  the  engraver 
in  his  sheet  or  booklet. 


W 


'-0 


^1^ 


13 


Calculating  Block  Sizes 

A  simple  method  that  saves  trouble  and, 
given  the  depth  of  block  required,  at  once 
decides  the  width.  Where  the  horizontal  and 
vertical  intersect,  the  diagonal  (indicated  by 
X)  decides  the  depth  and  width  of  the  block. 
Enlargement  can  be  calculated  indefinitely  by 
extending  the  diagonal  line  and  intersecting 
at  the  point  where  the  required  depth  is 
reached.  Mark  your  originals  S.S.  if  you 
require  blocks  of  the  same  size  as  sketch,  thus: 

< s/s >,    and     for     other     sizes — 

reduction  or  enlargement — accordingly.  Use- 
ful examples  of  engravers'  mechanical  tints 
and  stipples  are  given  here. 


Examples  of  Mechanical  Tints  and 
Stipples  used  by  Process  Engravers 
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10 


rsuSKHiSH 


16 


15U 

Booklets  and  Catalogues 


133 

High-class  Monthlies  and 
Weeklies 


120 

High-class  Monthlies  and 
Weeklies 


60 

X 

40 

40 

X 

30 

20 

X 

30 

20 

X 

15 

15 

X 

10 

10 

X 

7h 

7J 

X 

5 

"i 

X 

35 

i7i 

X 

22J 

iij 

X 

17J 

8* 

X 

Hi 

5i 

X 

H 

18 

X 

*3 

Hi 

X 

18 

9 

X 

Hi 

5i 

X 

9 

40 

X 

25 

20 

X 

25 

20 

X 

I2J 

10 

X 

»i 

10 

X 

6i 

30 

X 

22 

22 

X 

15 

»5 

X 

II 

II 

X 

7i 

100 

High-class  Monthlies  and 
Weeklies 


SCREENS  USED  IN  HALF-TONE  REPRODUCTION 
AND  THEIR  SUITABILITY  FOR  VARIOUS  PRINTING  PURPOSES 

{By  courUsy  of  Ike  An  Reproduction  Co.,  Ud.) 

In  brief,  the  finest  screens  should  be  chosen 
for  printing  on  art  paper.  Nos.  133  and  120 
may  be  used  for  imitation  art  paper,  Nos.  100 
and  85  for  super-calendered  paper,  and  No.  55 
for  newspapers. 


STOCK  SIZES  OF  PAPERS  AND 
OTHER  SUB-DIVISIONS 

4  Sheet  Double  Crown 
Quad.  Crown 
Double  Crown     . 
Crown 
Crown  Folio 
Crown  4to  (quarto) 
Crown  8vo  (octavo) 

Double  Demy 
Demy 
Demy  Folio 
Demy  4to  (quarto) 
Demy  8vo  (octavo) 

Medium 

Medium  Folio     . 
Medium  4to  (quarto) 
Medium  8vo  (octavo) 

Double  Royal 
Royal 

Royal  Folio 
Royal  4to  (quarto) 
Royal  8vo  (octavo) 

Imperial 

Imperial  Folio     . 
Imperial  410  (quarto) 
Imperial  8vo  (octavo) 

Mailing  Cards     .        .        .        9J  X    7^ 

Note. — The  Federation  of  Master 
Printers  and  the  National  Association  of 
Wholesale  Stationers  and  Paper  Mer- 
chants have  adopted  the  standardization 
of  the  1,000  sheet  basis  for  paper,  in 
place  of  the  old  480  sheet  ream  system. 
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Note. — ^The  Federation  of  Master 
Printers  and  the  National  Association  of 
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chants have  adopted  the  standardization 
of  the  1,000  sheet  basis  for  paper,  in 
place  of  the  old  480  sheet  ream  system. 
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Weeklies 


SCREENS  USED  IN  HALF-TONE  REPRODUCTION 
AND  THEIR  SUITABILITY  FOR  VARIOUS  PRINTING  PURPOSES 

(By  courttsy  oftht  Art  Rtpri>duction  Co.,  Ltd.) 


In  brief,  the  finest  screens  should  be  chosen 
for  printing  on  art  paper.  Nos.  133  and  120 
may  be  used  for  imitation  art  paper,  Nos.  100 
and  85  for  super-calendered  paper,  and  No.  55 
for  newspapers. 


STOCK  SIZES  OF  PAPERS  AND 
OTHER  SUB-DIVISIONS 
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Crown  Folio 
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Double  Demy 
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Imperial 
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Imperial  8vo  (octavo) 
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CHAPTER  I 


BOOKLETS,  FOLDERS,  CJTJLOGUES,  ETC. 


ALTHOUGH  these  sections  of  advertis- 
ing practice  do  not  come  within  the 
h'mitations  defined  by  the  title  of  this  book, 
some  reference  will  be  welcomed  by  the 
student  if  only  as  a  general  guide  to  such  work. 
Space  precludes  any  attempt  to  deal  thor- 
oughly with  these  important  branches  of 
advertising,  yet  the  brief  outline  of  procedure 
which  follows,  combined  with  other  matter 
contained  in  this  work,  will  be  found  sufficient 
to  put  the  student  on  the  right  road  to  prepare 
booklets  and  other  advertising  matter  in  its 
class,  with  some  measure  of  success. 

Booklets 

Size  and  quality  depend  upon  the  nature 
of  the  proposition.  For  instance,  a  booklet 
boosting  a  patent  medicine  must  have  an 
enormous  circulation  to  be  economically  pro- 
ductive. This  necessitates  printing  in  large 
quantities,  and  in  buying  print  the  larger  the 
quantity  ordered  the  more  the  economy  factor 
operates  if  the  "  run  "  is  not  interrupted,  the 
job  only  carrying  one  "  setting  "  cost,  which 
charge  remains  the  same  whatever  the  quan- 
tity of  booklets  required.  To  keep  down 
costs  the  paper  used  need  not  be  of  more  than 
ordinary  "  newspaper  stock  "  quality.  For  the 
illustrations  (if  any)  line  blocks — the  cheapest 
process  blocks  obtainable— can  be  used,  the 
reproduction  being  made  from  inexpensive 
sketches  which  are  usually  quite  good  enough 
in  drawing  for  the  purpose  referred  to.  A 
point  to  be  remembered  in  this  connection  is 
that  size  and  weight  must  be  carefully  decided 
— make  a  "  dummy  "  and  weigh  with  wrap- 
per or  envelope — to  keep  within  the  lowest 


rate  of  postage  for  the  class  of  material;  a 
blunder  in  this  respect  is  likely  to  prove 
disastrous.  Incidentally,  printed  matter  of  this 
type  is  largely  used  for  house-to-house  distri- 
bution, for  enclosure  in  packets,  for  wrapping 
round  bottles,  and  so  forth,  the  thinness  of 
paper  helping  materially  in  minimizing  the 
weight  of  the  parcel  for  transmission  by  post, 
or  otherwise. 

On  the  other  hand,  a  booklet,  for  example, 
in  connection  with  pianos,  jewellery,  furs, 
works  of  art,  or  other  merchandise  connected 
with  the  luxury  trades,  may  be  planned  on 
lines  reflecting  the  character  and  importance 
of  the  goods — a.  sumptuous  production  printed 
on  what  is  technically  termed  "  art "  paper, 
with  embossed  title  on  cover  and  expensive 
three-colour  illustrations.  Yet,  the  patent 
medicine  booklet  or  brochure,  drastically  infe- 
rior in  production,  may  be  as  costly  as  the 
other  kind  when  the  enormous  quantities 
required  for  the  first  proposition  are  compared 
with  the  limited  editions  which  are  found  to 
be  ample  for  the  sale  of  luxury  goods.  The 
comparison  is  noted  here  as  of  interest  to  the 
student  when  considering  the  contrast  in 
quality;  the  seemingly  vast  diflFerence  in  cost 
is  more  apparent  than  real. 

Size 

Whatever  the  purpose  for  which  a  booklet 
is  planned,  the  size  is  best  decided  by  choosing 
a  standard  size  of  paper  (see  table  in  Part  II) 
that  will  not  cut  to  waste.  The  effort  to 
produce  booklets  or  folders  of  unusual  shapes 
is  likely  to  result  in  waste  of  paper  and  send 
up  the  cost  quite  out  of  proportion  to  the  small 
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advantage  gained.  For  the  smaller  type  of 
booklet,  plan  so  that  it  will  go  comfortably 
into  the  pocket.  If  only  \  in.  too  wide  for 
the  average  inside  breast  pocket — if  the  appeal 
is  to  men — the  inconvenience  caused  by  the 
width  of  the  booklet  may  easily  affect  adversely 
sales  of  the  goods  through  the  brochure  being 
discarded  instead  of  retained  for  reference  ; 
this  applies  particularly  to  advertising  litera- 
ture distributed  at  exhibitions.  When  book- 
lets are  intended  for  postal  transmission  a 
point  to  bear  in  mind  is  that  odd  sizes  fre- 
quently add  to  the  expense  of  a  campaign 
unnecessarily,  by  the  need  for  envelopes  to  be 
specially  made  to  take  them. 

Make-up 

The  number  of  pages  in  the  make-up  of 
booklets  is  controlled  by  the  technical  require- 
ments of  the  printing  press,  and  should  conform 
to  an  arrangement  of  fours  or  eights.  In  other 
words,  a  booklet  can  be  planned  for  eight, 
twelve,  sixteen,  twenty,  twenty-four  pages, 
and  so  on.  Quotas  other  than  those  based 
on  this  rule — twenty-two  pages,  for  example, 
would  not  be  practicable  as  this  plan  involves 
a  single  two-page  sheet  in  addition  to  the  five 
double,  or  four-page,  sheets — the  only 
arrangement  possible  for  binding-in  com- 
pletely and  satisfactorily. 

Lay-out 

The  lay-out,  or  what  is  technically  termed 
the  "  format  "  of  booklets,  varies  so  consider- 
ably that  it  is  impossible  to  do  more  here  than 
to  remark  that  the  writing  up  of  a  booklet 
affords  more  literary  scope  to  the  ambitious 
copy-writer  than  he  is  likely  to  meet  with  in 
his  work  for  Press  advertising;  and,  at  the 
same  time,  to  again  urge  remembrance  of  the 
selling  end  to  be  kept  in  view  throughout  the 
preparation  of  advertising  material,  no  matter 
what  form  it  takes. 


Cover 

The  most  inexpensive  form  of  booklet 
cover  is  that  type-set  and  printed  in  one  colour 
on  similar  paper  to  that  used  for  the  inside 
pages.  In  this  case,  the  four  pages  which  go 
to  make  up  the  front  and  back  covers  of  the 
booklet  are  printed  at  the  same  time  as  the 
body  of  the  brochure  and  become  part  of  the 
page  quota.  For  example,  in  planning  a 
sixteen-page  booklet  twelve  pages  only  would 
be  available  as  inside  pages,  the  remaining 
four  being  absorbed  in  the  four  pages  forming 
the  cover.  Dependent  on  the  class  appeal  of 
the  booklet,  page  2  of  cover  is  sometimes  used 
for  the  printing  of  a  brief  "  foreword  "  or 
introduction ;  page  3  of  cover  for  "  terms  of 
business "  or  general  notes,  and  back  page 
of  cover  for  the  name  and  address  of  the  firm 
issuing  the  booklet  or/and  their  trade-mark, 
telephone  number,  etc.  In  this  style  of 
make-up — same  paper  throughout — if  you 
use  two  colours  for  your  cover  design  you  can 
take  advantage  of  the  second  printing  neces- 
sary and  utilize  it  throughout  your  brochure 
without  adding  appreciably  to  the  cost,  the 
cover  being  printed  at  the  same  time,  on  the 
same  machine,  as  the  body  of  the  booklet.  If 
your  cover  bears  a  design  reproduced  by  what 
is  known  as  the  tri-colour  process,  the  three 
colours — red,  blue,  and  yellow  only,  for 
reasons  given  in  my  sectional  information 
regarding  process  blocks — can  also  be  employed 
throughout,  as  three  workings  are  involved, 
the  printing  conditions  being  in  line  with  those 
already  referred  to. 

If  your  cover  is  planned  on  more  ambitious 
lines,  for  printing  separately  from  the  text 
pages  of  your  booklet,  there  exists  an  infinite 
variety  of  choice  in  paper,  colour  schemes,  and 
reproductory  processes.  Briefly,  you  have  a 
full  range  of  cover  papers,  samples  of  which 
can  usually  be  obtained  from  the  leading  paper 
manufacturers,  to  choose  from;  every  con- 
ceivable artistic  shade  of  colour  is  now  available. 
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Vou  can  plan  for  your  title  to  be  set  in 
one  of  the  many  beautiful  type  faces  now  at 
the  booklet  designer's  disposal,  or  you  can 
decide  on  a  design  to  be  printed  or  embossed 
in  one  or  more  colours  according  to  the 
demands  of  the  work  in  hand.  If  you  use 
half-tone  blocks  the  paper  must  be  pure  white 
or  very  light  in  tone,  with  a  perfectly  smooth 
surface — what  we  call  "art"  paper;  if  the 
printing  process  is  "  off-set "  (see  Glossary)  a 
smooth  surface  is  not  so  important;  it  depends 
on  the  subject — the  design  or  illustration.  If 
the  design  is  carried  out  in  strong  flat  masses, 
line  blocks  can  be  used  and  rough  or  smooth 
paper  used  according  to  the  effect  aimed  at. 
A  rough  surface  paper,  white  or  coloured, 
can  only  be  used  for  subjects  reproduced  by 
the  three-colour  process  if  these  are  printed 
separately  on  art  paper  and  mounted  in 
position.  An  excellent  result  is  secured  if 
"  plate-sunk,"  i.e.  on  a  depressed  area  leaving 
a  suitable  border  space  surrounding  the  paste- 
on.  Embossed  lettering  or  designs,  whether 
"  blind  "  (raised  simply  from  the  flat  paper 
surface)  or  coloured,  are  always  effective 
and  sumptuous  in  appearance  when  used  for 
high-class  propositions;  this  treatment 
however,  is  not  so  frequently  used  now  as 
formerly.  These  few  hints  are  merely  inten- 
ded as  rough  suggestions  for  adaptation  at  the 
discretion  of  the  student  after  careful  study  of 
his  booklet  problem  to  decide  the  question  of 
appropriateness  of  design  and  most  suitable 
method  of  production  for  the  work  in  hand  ; 
and  its  economic  cost  in  relation  to  the  impor- 
tance of  the  merchandise  in  the  interests  of 
which  it  is  to  be  issued. 

Folders 

The  term  "  folder  "  is  applied  to  advertising 
material  that  consists  of  a  single  sheet  of 
paper  of  any  size  more  than  once  folded — 
one  fold  only  becomes  a  "  leaflet  "  or  circular. 
To  avoid  unnecessary  expense  to  the  advertiser 


the  sheet  selected  should  be  one  of  the 
standard  paper  sizes  (see  list  at  end  of  Part  II). 
According  to  requirement  you  can  use  either 
the  whole  or  a  portion  that  makes  it  possible 
for  more  than  one  folder  to  be  cut  from  the 
same  sheet  without  appreciable  waste,  at  the 
same    time    allowing    sufficient    margin    for 
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trimming  after  printing;  in  short,  calculate 
closely  but  not  niggardly — slight  waste  is 
inevitable.  A  point  of  some  importance  is  that 
expense  increases  with  the  number  of  folds 
you  plan.  It  is  quite  practicable  to  design  an 
effective  folder  without  recourse  to  compli- 
cated folds  in  an  effort  to  produce  something 
unusual;  from  a  selling  point  of  view  con- 
tinual straining  to  devise  "  some  plan  that  has 
never  before  been  adopted  "  is  simply  waste 


97 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


of  time  on  the  part  of  the  planner,  and  uncalled 
for  expense  for  the  advertiser — in  many 
instances. 

A  simple  method  of  folding  will  be  more 
productive  of  results  through  the  very  fact 
of  its  simplicity  and  the  ease  with  which 
its  message  can  be  read.  Be  as  novel  as  you 
like  but  take  care  that  the  cleverness  of  your 
idea  does  not  become  "  the  tail  that  wags  the 
dog,"  to  the  detriment  of  your  sales  appeal. 
I  deal  with  "  novelties  "  later. 

Let  your  displayed  wording  be  well  chosen 
— selling  stuff  if  possible.  Choose  an  effective 
colour  scheme  if  you  are  allowed  two  print- 
ings, and  get  an  enhanced  effect  by  using  a 
coloured  paper  if  the  subject  is  suitable.  Fold 
so  as  to  secure  ample  room  for  display  of  your 
text  matter.  Plan  always  for  good  size  read- 
able type,  emphasizing  all  points  of  importance 
concerning  the  goods  and  you  will  have 
designed  a  folder  on  business  like  lines.  The 
size  of  the  envelopes  to  take  your  folder  also 
should  be  borne  in  mind,  unless  this  matter  is 
one  in  which  the  question  of  expense  does  not 
arise. 

Catalogues 

The  chief  points  to  be  observed  in  the 
preparation  of  catalogues  are  clarity  and  full- 
ness of  description,  the  placing  of  these  in 
reference  to  illustrations  of  the  goods  so  as 
to  render  impossible  mistakes  on  the  part  of 
the  intending  purchaser;  a  clear  setting  out 
of  the  terms  of  business;  how  to  order  by  post; 
telephone  number,  and  firm's  name  and 
address.  The  writer  has  known  a  case  where 
the  omission  of  the  last  mentioned  was  an 
actual  fact,  remedied,  of  course,  before  dis- 
tribution. It  is  of  the  first  importance  to 
arrange  the  firm's  name  and  address  so  that, 
should  the  catalogue  become  mutilated  this 
vital  information  still  should  be  available.  It 
has  been  my  invariable  practice  to  place  the 
name  of  the  firm  at  the  foot  of  each  left-hand 


page,  and  the  address  in  a  corresponding  posi- 
tion on  every  right-hand  page.  This  ensures 
that  any  page,  should  it  become  detached  from 
the  list,  is  sufficiently  complete  for  the  pros- 
pective buyer  of  the  goods  to  know  where 
and  from  whom  to  obtain  them.  If  the 
catalogue  is  issued  by  a  mail  order  firm  or  a 
department  store  this  precaution  is  a  "  seller  " 
without  question.  Most  of  my  other  remarks, 
in  connection  with  booklet  production,  apply 
also  to  catalogues. 

Novelties  and  Cut-Outs 

Ideas  for  advertising  novelties  is  another 
section  that  comes  within  the  province  of  the 
copy-writer  and  lay-out  man  who  is  anxious 
to  work  in  the  wider  sense  his  field  of  activity 
as  an  advertising  man,  and  to  the  student  who 
wishes  to  study  this  branch  of  publicity 
I  recommend  the  plan  of  collecting  and  pre- 
serving any  and  every  kind  of  printed  novelty 
that  comes  his  way,  not  for  the  purpose  of 
copying,  but  as  data  likely  to  suggest  other 
ideas.  It  is  surprising  how  frequently  ideas 
already  in  being  lead  to  others  different  in 
every  respect,  and  of  equal  or  greater  value  as 
publicity  matter  that  sells  goods.  Many  ideas 
of  the  "  novelty  "  description  fail  lamentably 
as  "  sellers  " — the  point  I  consistently  stress 
throughout  this  book — yet  could  be  made 
effective  sales  matter  by  some  slight  addition 
or  alteration.  Any  idea  you  may  conceive 
must  be  practical  in  form,  and  to  this  end  the 
technical  difficulties  of  reproduction  must  be 
understood  6r  you  will  devise  a  novelty  far  too 
costly  to  be  adopted  for  advertising  purposes. 
For  example,  many  novelties  take  the  form 
of  "  cut-outs "  such  as  a  shaped  card  cut 
around  an  illustration — ^a  head  and  shoulders, 
a  complete  figure  or  figures,  or  a  circle  cut 
through  the  first  sheet  of  a  double  card  to 
display  a  picture  or  lettering  printed  on  the 
third  page.  This  latter  is  one  of  the  commonest 
forms,  and  one  of  the  cheapest,  whereas  in 
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the  first  case  the  more  variety  in  the  cut,  the 
greater  becomes  the  cost.  In  planning  novel- 
ties and  cut-outs,  eliminate  as  many  unnec- 
essary variations  as  you  possibly  can  ;  avoid 
complicated  cuts  and  you  will  arrive  at  a 
practical  proposition.  Remember,  the  cost  of 
reproduction    of   your    novelty    has    to    be 


reckoned  in  the  selling  costs  of  the  goods,  as 
is  the  case  with  all  publicity  matter.  Unless 
the  technical  side  is  carefully  considered  your 
novelty  or  cut-out  may  be  planned  on  unduly 
expensive  lines,  when  a  more  simplified 
arrangement  might  prove  equally  effective  and 
far  less  costly. 
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CHAPTER  II 
FINDING  A  MARKET  FOR  TOUR  WORK 


'  I  '*0  obtain  a  profitable  market — whether 
-*■  it  takes  the  form  of  a  permanent  position, 
or  what  is  known  as  "  free  lance  "  work,  is 
perhaps  your  greatest  test  as  a  salesman,  though 
it  by  no  means  follows  that  the  best  copy- 
writers are  the  most  successful  in  either  of 
these  directions.  Many  a  man  who  can  make 
a  good  bargain  as  ambassador  for  another  is 
incapable  of  doing  so  for  himself  On  the 
other  hand,  many  a  man  has  obtained — and 
lost — a  position  worth  having,  through  over- 
selling his  services.  A  glib  tongue  and  a 
plausible  manner,  at  an  interview,  may  con- 
vince an  employer  that  he  has  before  him  a 
live  man  whose  services  are  highly  desirable. 
He  is  engaged — the  coveted  appointment  is 
secured — then  comes  the  test.  Stayingpower — 
the  continuous  production  of  sound  selling 
ideas — proves  to  be  absent  after  one  or  two 
brilliant  efforts;  or  want  of  adaptability  to  deal 
with  the  many  problems  the  agency  copy- 
writer is  expected  to  handle,  often  at  very 
short  notice,  exposes  weaknesses  he  has 
adroitly  covered  up  when  seeking  the  appoint- 
ment. He  has  been  too  clever;  he  has  over- 
sold himself  with  the  inevitable  consequence 
— suggested  resignation  or  flat  dismissal. 

Helpful  Advice 

Let  me  make  it  clear  here  and  now  that, 
however  efficient  you  may  know  yourself  to 
be,  good  positions  in  the  advertising  world 
are  not  to  be  had  simply  for  the  asking  ; 
undeniable  proof  of  ability  must  be  produced — 
sooner  or  later.  If  you  have  had  no  oppor- 
tunity for  actual  advertising  practice — that  is, 
in  the  absence  oi  published  examples  of  your 
work,  your  best  plan  is  to  endeavour  to  secure 
an  appointment  with  an  advertising  agency, 


or  as  an  assistant  in  the  publicity  department 
of  some  business  firm,  by  "  writing  in."  Do 
not  be  discouraged  by  "  turn-downs  "  or  non- 
replies  to  your  letters.  Make  up  your  mind 
philosophically  to  regard  your  task  as  on  a 
level  with  some  difficult  commercial  problem 
you  may  have  to  tackle  in  the  future,  when 
you  have  secured  your  job.  You  have  some- 
thing to  sell.  Instead  of  goods  you  have  to 
dispose  of  your  services.  It  is  no  more  easy  to 
find  a  market  for  these,  without  the  valuable 
lever  provided  by  previous  experience,  than 
it  is  to  create  sales  for  goods  of  unknown  make 
or  quality.  The  buyer,  in  both  cases,  must  be 
given  full  and  honest  particulars  of  what  the 
vendor  offers  so  that  the  value  factor  may  be 
investigated  before  clinching  the  deal. 

Seeking  an  Interview 

When  writing  for  an  interview  state,  with- 
out exaggeration,  exactly  what  you  can  do  ; 
write  so  as  to  carry  conviction.  Be  truthful, 
write  optimistically  but  not  boastfully.  You 
will  then  have  drafted  a  letter  which  will 
induce  confidence  that  reliance  on  the  truth 
of  your  claims  for  consideration  will  not  be 
misplaced.  Don't  claim  more  than  you  can 
justify  when  put  to  the  test;  write  easily  by 
avoiding  stilted  business  phrases  and  long 
words  where  short  ones  serve  your  purpose 
equally  well.  Send  out  a  letter  that  is  neither 
too  short  nor  too  long;  the  first  kind  is  likely 
to  be  dismissed  with  scant  consideration,  and 
the  second  turned  down  through  want  of 
sustained  interest  from  the  recipient's  point 
of  view.  The  ideal  letter  for  the  position 
seeker  is,  perhaps,  one  of  from  one  hundred 
to  one  hundred  and  fifty  words  with  any 
points,  such  as  previous  commercial  experience. 
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likely  to  influence  a  trial  or  interview, 
plainly  set  out,  so  thaty  our  statements  can  be 
quickly  absorbed.  Let  your  application  be 
what  is  technically  termed  a  "  sales  "  letter, 
as  individual  in  character  as  you  know  how  to 
make  it.  Draft  it  so  that  it  can  be  adapted  for 
sending  in  reply  to  more  than  one  advertise- 
ment offering  an  appointment  such  as  you  are 
anxious  to  obtain.  If  you  see  no  vacancies 
advertised,  of  the  kind  you  are  after,  adopt  the 
bold  course— chance  your  luck  by  writing  to 
a  carefully  selected  list  of  advertising  agents  or 
reputable  business  firms  likely  to  include  a 
publicity  department  in  their  organizations. 

Diplomacy  Advised 

First  of  all,  satisfy  yourself  that  you  have 
planned  an  application  for  employment  that 
is  sound  in  construction,  indicative  of  your 
abilities  without  undue  verbiage — a  letter  that 
is  really  convincing.  Make  sure  that  it  is  so 
by  analysing  it  carefully,  not  only  from  your 
own  obviously  interested  viewpoint,  but  also 
from  that  of  the  person  whose  favourable  reply 
you  hope  to  receive.  If  possible  reserve  some 
"  telling  "  point — z  trump  card,  as  it  were — 
for  production  at  a  subsequent  interview 
should  such  transpire;  this  is  a  wise  course 
to  follow  rather  than  to  write  what  may  be 
termed  an  "  exhaustive "  letter,  leaving 
nothing  further  for  discussion.  Such  a  situa- 
tion may  be  created  by  implying  diplomatic- 
ally that  "  further  particulars  will  be  given  if 
a  brief  interview  can  be  granted,"  or  some- 
thing to  that  effect.  This  plan  is  frequently 
successful  provided  the  other  contents  of  the 
letter  are  sufficiently  convincing  as  to  the 
writer's  suitability  for  any  position  that  may 
be,  by  chance,  either  vacant  or  about  to 
become  so.  Remember,  your  letter  in  itself 
will  be  a  test  of  your  ability  as  a  copy-writer  ^  and 
it  may  arrive  just  at  the  right  moment  for 
careful,  and  possibly  favourable,  considera- 
tion.   If  an  interview  transpires  as  a  result  of 


your  timely  application,  do  your  best  to  con- 
vince your  prospective  employer  that  you  are 
the  right  man  for  the  job.  Show  keenness 
and  enthusiasm  but  do  not  make  the  fatal 
mistake  of  appearing  to  be  over  anxious,  as 
this  is  likely  to  affect  the  terms  on  which  you 
ultimately  fix  up. 

A  decision  in  your  favour,  if  the  result  of 
the  interview  seems  doubtful,  may  well  be 
brought  about  by  offering  your  services  on  a 
trial  basis  for  a  stated  period.  This  course  will 
show  that  you  have  confidence  in  your  ability 
to  make  good,  and  is  a  particularly  useful 
point  to  bring  forward  if  you  have  had  no 
previous  practical  experience  or  have  insuffi- 
cient proof  that  you  can  fill  adequately  the 
position  you  have  applied  for.  The  greatest 
difficulty — that  of  securing  a  start,  when  such 
conditions  are  present— can  thus  be  overcome 
if  the  interview  is,  in  other  respects,  generally 
encouraging. 

Ajter  Securing  a  Position 

We  will  suppose  that  you  now  have 
obtained  some  kind  of  position  on  the  staff  of 
an  advertising  service  agency,  or  with  some 
firm  on  the  publicity  side  of  the  business. 
Possibly  the  opportunity  and  the  salary  you 
receive  are  not  quite  what  you,  in  your  enthu- 
siasm, were  hoping  for.  You  are  probably 
engaged  as  a  junior  copy- writer  and  have  to 
do  many  odd  jobs  and  very  little  "copy." 
My  advice  is — endeavour  to  show  the  keenest 
possible  interest  in  everything  you  have  to  do; 
keep  your  eyes  open;  learn  all  you  can; 
practise  all  you  may  and,  later  on — look  for  a 
better  appointment  if  the  prospect  of  advance- 
ment is  not  sufficiently  encouraging  to  remain 
with  the  firm  by  whom  you  happen  to  be 
employed.  It  is  a  notorious  fact  that  progress 
in  any  profession  is  invariably  slow;  it  is  equally 
certain  that  the  plums  fall  only  to  those  who 
know  their  work  thoroughly,  not  only  in 
theory   but    in    practice   also.    Aspire    to   be 
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something  more  than  a  copy-writer  and  you 
will  find  better  positions  more  easily  obtain- 
able. Study  hard  to  acquire  a  thorough  grasp 
of  the  technical  and  business  knowledge 
demanded  from  those  who  fill  important 
executive  appointments,  many  of  which  carry 
bigger  salaries  than  any  copy-writer  whose 
work  is  not  distinctly  above  the  average,  can 
hope  to  reach. 

If  you  decide  to  seek  ultimate  executive 
work — the  real  goal  of  the  ambitious  advertis- 
ing man — as  well  as  a  reputation  for  out- 
standing copy-writing,  start  for  preference,  if 
you  get  the  opportunity,  in  one  of  the  smaller 
service  agencies,  several  of  which  handle  one 
or  more  big  advertising  account  besides  others 
of  less  importance  dealing  with  a  useful 
variety  of  businesses.  By  following  this  course 
you  are  far  more  likely  to  gain  an  all-round 
knowledge  of  "  agency "  work  which  will 
prove  itself  of  immense  value  to  you  in  the 
future.  If  your  activities  are  restricted  to  one 
of  the  water-tight  compartments  of  the  leading 
publicity  organizations  the  probability  is  that 
once  a  copy-writer  you  will  remain  a  copy- 
writer, until  you  feel  impelled  to  make  a 
change  that  will  extend  your  horizon.  If, 
however,  you  make  up  your  mind  definitely 
to  specialize  on  "  copy  " — a  decision  I  do  not 
advise  too  strongly — you  will  have  found 
your  proper  sphere  if  you  obtain  such  an 
appointment  and  can  hold  it  successfully. 
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This  is  the  work  understood  by  the  collo- 
quialism "  being  on  your  own."  You  can 
adopt  a  private  practice  as  a  specialist  in  lay- 
outs and  copy-writing  or,  when  your  know- 
ledge has  become  sufficiently  wide  as  to  make 
your  advice  worth  paying  for  in  the  planning 
of  advertising  and  selling  campaigns,  you  may 
set  yourself  up  as  a  publicity  consultant 
and  business  adviser.  Success  in  the  latter 
capacity,  however,  depends  on  the  possession 


of  such  a  vast  knowledge  and  experience 
of  publicity  and  marketing  methods,  that 
qualification  for  such  a  position  can  only  be 
attained  after  many  years  of  close  study  and 
work  in  the  hard  school  of  experience;  and 
the  capacity  to  plan  selling  schemes  on  definite 
proved  lines  that  eliminate  experiment  and 
possible  failure.  The  consultant  must  not 
only  be  something  more  than  reasonably  sure 
that  his  advice  is  sound,  but  must  be  prepared 
to  prove  it  to  be  so  in  practice.  These  refer- 
ences to  consultancy  work  are  interpolated 
here  to  indicate  to  the  determined  student  the 
height  to  which  he  may  aspire  in  the  advertis- 
ing profession,  for  the  use  of  which  term  they 
are  put  forward  as  a  complete  justification;  no 
set  rules  can  be  laid  down  for  the  guidance 
of  the  business  adviser.  Every  problem  is 
different  in  character  and  has  its  individual 
difficulties  and  complications,  involving  as 
much  intellectual  effort  as  is  presented  in  the 
problems  arising  in  other  professional  services. 

Getting  Business 

Reverting  to  "  free  lance "  work  on  less 
ambitious  lines.  To  secure  a  regular  run  of 
commissions  brings  us  up  against  the  eternal 
problem  of  how  to  find  a  market  for  your 
services.  Difficulties,  however,  were  made  to 
be  overcome,  and  the  satisfaction  experienced, 
when  the  issue  is  successful,  is  the  recompense 
and  encouragement  to  push  forward. 

One  way  out  is  to  advertise  for  such  work 
in  the  trade  journals,  choosing  those  connected 
with  commodities  the  advertising  of  which 
you  know  you  are  best  qualified  to  handle. 
Few  can  tackle  every  proposition  with  equal 
success,  although  my  advice  is  to  be  as  versatile 
and  as  thorough  as  you  can.  By  training  on 
lines  embracing  a  fairly  wide  scope  you  will 
increase  your  prospects  of  continuous  work, 
owing  to  the  policy  of  always  being  in  a 
position  to  tap  more  than  one  trade  in  your 
efforts  to  obtain  orders. 
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Another  Plan 

It  is  also  possible  to  get  commissions  to  plan 
advertisements,  folders,  and  booklets  by  system- 
atically approaching  firms  whose  advertising 
is  obviously  open  to  improvement,  and  who 
have,  presumably,  neither  agent  nor  a  pub- 
licity department.  Quite  a  good  idea  in  order 
to  gain  a  footing  is  to  offer  to  prepare  a  first 
advertisement  on  approval,  payment  only  to 
be  made  if  the  effort  is  accepted.  Devise  and 
carry  out  a  little  scheme  on  "  follow-up " 
lines  by  sending  out  a  second  letter  about  ten 
days  after  the  first  one,  in  instances  where  no 
reply  has  been  received.  Suggest  that  either 
the  nutter  has  been  shelved  for  later  consider- 
ation, or  that  it  has  been  overlooked  through 
pressure  of  other  business.  Remind  the  "  non- 
reply  "  firms  that  there  will  be  no  commit- 
ment whatever  on  their  part  if  the  suggested 
lay-out  and  copy  are  not  to  their  liking.  In 
what  is  called  a  "  form  letter  "  campaign  it 
is  generally  found  that  a  larger  percentage  of 
replies  is  received  from  the  second  letter  than 
from  the  first  approach.  In  your  attempts  to 
attract  orders  for  such  work  as  advertisement 
designing,  I  do  not  recommend  a  third  letter; 
the  business  firm  that  ignores  two  communi- 
cations of  this  kind  is  seldom  sufficiently  alive 
to  be  worth  further  effort,  for  the  time  being 
at  least.  Try  again  later  when  some  reversal 
of  outlook  through  changed  conditions  involv- 
ing, for  instance,  reorganization  of  selling 
plans,  may  have  taken  place.  Another 
suggestion  is  to  get  into  touch,  personally 
or  by  letter,  with  small  advertisers,  local 
and  otherwise,  who  prepare  their  own 
publicity  matter,  and  who  may  welcome 
assistance  in  that  direction  if  your  terms  are 
reasonable. 

The  student  who  has  mastered  the  prin- 
ciples and  practice  of  lay-out  construction  and 
copy-writing  as  set  down  in  the  preceding 
pages,  and  who  feels  sure  that  he  can  work 
competently  as  a  "  free  lance  "  and  produce 


publicity  material  calculated  to  sell  goods 
effectively,  will  naturally  be  at  a  loss  how  to 
estimate  the  worth  of  his  work  in  terms  of 
cash.  Before  proceeding  to  offer  advice  on  a 
point  so  controversial  and  depending  so  much 
on  the  actual  work  to  be  charged  for,  there 
are  certain  preliminaries  to  which  attention 
must  be  given  before  starting  a  one-man 
business;  the  way  you  go  to  work  is  all- 
important  to  a  successful  launching. 

How  to  Start 

My  considered  advice  is  that  you  secure,  if 
you  possibly  can,  some  practical  experience — 
the  more  the  better — in  an  advertising  service 
agency,  before  you  attempt  to  commence 
working  as  a  "  free  lance."  It  is  bound  to 
prove  an  immense  advantage,  and  should  serve 
as  a  "  confidence  "  point  to  introduce  in  your 
letters  when  you  circularize  "  prospects,"  i.e. 
possible  firms  from  whom  you  may  get 
business.  This  is  perhaps  the  most  important 
point  of  all  as  affecting  your  chances  of  success 
"  on  your  own."  Other  details,  small,  yet  of 
real  importance,  affecting  the  organization 
side  of  "  free  lance "  practice,  will  now  be 
dealt  with  and  sectional ized  for  easy  reference. 

Your  Letter-heads 

Your  letter-heading  should  be  printed  on 
single  sheets  of  quarto  size — now  universally 
used  in  business — and  may  be  set  either  in 
well  chosen  type  or  printed  from  a  block 
made  from  a  special  design.  If  you  decide  to 
operate  from  a  private  address,  letterpress  for 
your  heading  will  be  the  more  appropriate, 
and  should  be  a  practical  demonstration  of 
your  expert  choice  in  typography.  A  type 
setting  is  also  the  cheaper  of  the  two  styles, 
and  the  arrangement  can  be  equally  effective. 
Should  you  prefer  a  drawn  heading  it  should 
be  restrained  in  character,  with  little  or  no 
ornamentation.  If,  however,  you  have,  or 
share,  an  office,  the  letter-head  can  be  designed 
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on  more  ambitious  lines,  and  a  second  colour 
introduced  into  the  design;  more  than  two 
printings  is  not  advisable.  Good  taste  in  style 
of  lettering  and  restraint  in  ornament  are  again 
the  right  lines  to  go  upon;  the  best  examples 
of  letter-head  designs  depend  for  their  excel- 
lence on  simple  treatment  and  artistic  appre- 
ciation of  colour  contrast  when  the  design  is 
planned  for  two  workings.  Your  letter-head, 
if  well  designed,  becomes  an  asset ;  it  influences 
the  decision  of  the  recipient  of  your  letter 
when  considering  its  contents.  It  is  even 
possible  to  have  inquiries  for  similar  work  if 
your  heading  design  is  exceptionally  attractive. 
Remember,  the  firms  you  write  to  can  only 
judge  you  and  your  offer  by  your  letter 
and  its  heading,  in  the  absence  of  personal 
contact. 

Use  only  good  stationery,  not  necessarily  the 
most  expensive,  and  send  out  your  letters  to 
"  prospects  "  in  foolscap  envelopes  rather  than 
the  ordinary  official  kind.  Being  more  impor- 
tant in  appearance,  the  contents  are  likely  to 
receive  more  careful  consideration;  and  this 
plan,  by  simplifying  the  folding  process,  makes 
it  possible  for  your  letter  to  reach  its  destina- 
tion in  a  more  acceptable  condition  than  if 
folded  several  times  before  being  placed  in  a 
smaller  envelope.  Envelopes  of  a  size  to  take 
a  quarto  sheet  once  folded  may  be  used  to  still 
greater  advantage. 

Use  a  Typewriter 

The  use  of  the  typewriter  is  now  so  general 
in  business  circles  that  it  will  be  necessary  for 
you  to  follow  accepted  practice  if  you  are  to 
take  every  opportunity  of  making  good  in 
your  venture.  Hand-written  letters  are  not 
only  out  of  date,  but  will  be  open  to  the  infer- 
ence that  your  methods  of  business  are  not 
keyed  up  to  modern  ideas.  However  capable 
you  may  be  as  an  advertisement  designer,  a 
letter  written  by  hand  asking  for  business  will 
be  quite  sufficient  to  cause  doubt  whether,  if 


tested,  you  can  "  deliver  the  goods  " ;  the  risk 
of  "  turn-downs  "  or  worse  still,  non-replies, 
is  increased  enormously.  Be  businesslike, 
typewrite  everything — letters,  copy,  reports, 
schemes,  etc.,  and  be  sure  to  retain  and  file 
a  carbon  copy  for  reference,  in  every  instance. 
Get  a  typewriter;  good  second-hand  machines 
are  not  expensive  if  you  cannot  at  the  moment 
afford  a  new  one— or  get  a  friend  who  has  a 
typewriter  to  lend  you  a  helping  hand — or 
the  machine.  It  is  surprising  how  soon  a  little 
intense  practice  will  enable  you  to  type 
as  well,  if  not  so  speedily,  as  the  average 
typist. 

Taking  it  for  granted  that  you  are  not 
already  proficient  in  the  use  of  the  type- 
writer, it  will  be  a  great  saving  of  labour 
and  a  convenience,  in  any  case,  if  you  have 
your  circular  letters  produced,  from  your  own 
draft,  by  one  of  the  many  typewriting  or  cir- 
cularizing firms  who  specialize  on  such  work 
under  the  technical  term  of  "  facsimile  '* 
letters.  The  quantity  you  would  require  in 
your  little  "  solus  "  business  would  be  neither 
large  nor  expensive — 500  copies  of  each  of 
your  two  letters  would  suffice  to  keep  your 
"  prospect "  scheme  alive  for  a  considerable 
period,  as  the  batches  you  send  out  at  a  time 
would  be  small  in  such  a  proposition  as  the 
one  in  question;  it  might  even  be  better 
policy  to  restrict  your  first  order  to  one 
hundred  copies  of  each  letter  to  start  off  with. 
After  testing  these,  or  a  reasonable  percentage, 
you  may  have  reasons  for  alterations  of  word- 
ings or  have  discovered  points  which,  if 
included  in  a  revised  draft,  would  make  your 
letters  possibly  more  productive  by  inducing  a 
greater  number  of  replies.  It  is  only  by  a 
process  of  occasional  "  keying-up  "  of  such 
propaganda  as  these  letters  represent,  that 
increasingly  successful  results  are  determined. 
If,  however,  your  letters  are  "pulling"  to 
your  satisfaction,  consider  very  carefully  before 
making  changes  which  might  weaken  your 


FINDING    A    MARKET    FOR    YOUR    WORK 


104 


appeal.  If  you  are  very  strongly  of  opinion 
that  improvement  can  be  effected,  try  out  a 
few  of  the  revised  letters  as  a  test,  noting  and 
comparing  results  with  those  already  recorded 
in  connection  with  the  original  draft. 

Circulartztrtg  ''Prospects  " 

The  cost  of  a  workable  number  of  circular 
letters  is  not  a  very  great  commitment  and 
saves  infinite  labour.  You  can  yourself  type 
in  names  and  addresses,  as  required,  not  for- 
getting to  add  the  dates;  and  be  sure  to  post 
on  those  dates.  Send  your  letters  out,  for  pre- 
ference, on  Mondays,  Tuesdays,  and  Wednes- 
days, to  avoid  their  arrival  at  the  start  of  the 
week  or  at  the  week-end.  Letters  asking 
for  business,  if  they  reach  a  busy  man  on 
Mondays,  Fridays,  or  Saturdays,  will  risk  a 
turn-down  or,  probably,  will  not  be  considered 
at  all.  Post  so  as  to  reach  by  some  delivery 
other  than  with  the  first  morning  mail; 
letters  arriving  during  the  day  by  later  deliv- 
eries are  calculated  to  focus  attention  far  more 
than  when  delivered  with  a  heavy  post  at  the 
commencement  of  the  business  day. 

Free  Lance  ''Agency  Work  " 

If  you  are  a  100  per  cent  proficient  as  a 
copy-writer  and  lay-out  man  there  is  still 
another  possible  market  for  your  work.  Copy- 
writers of  proved  reliability  can  occasionally 
fix  up  an  "  outside  "  connection  with  one  or 
other  of  the  advertising  service  agencies,  either 
on  the  basis  of  a  retaining  fee,  or  payment 
for  work  as  produced.  Good  remuneration 
for  this  work  is  the  rule  rather  than  the 
exception,  as  usually,  the  outside,  or  unat- 
tached copy-writer — the  free  lance — must  be 
an  expert  whose  work  is  known  in  advertising 
circles  to  be  of  outstanding  merit,  and  such  as 
copy- writers  on  the  regularstaffs  of  the  agencies, 
for  reasons  technical  or  literary,  are  not  able 
to  undertake.  A  "  free  lance "  answering 
this  description  may  be  considered  the   link 


between  the  average  agency  copy-writer  and 
the  advertising  consultant. 

Sending  Out  Work 

Detailed  instructions  on  this  point  may 
seem  to  the  student  rather  too  elementary  for 
serious  consideration,  yet  a  great  deal  depends 
on  how  work  is  prepared  before  dispatch. 
Carelessness  in  this  respect  is  frequent,  even  in 
established  advertising  agencies— due  chiefly 
to  "  rush  "  to  meet  a  time  contract — but,  in 
these  cases,  serious  risk  does  not  arise.  The 
free  lance,  however,  cannot  afford  to  run  any 
risks  whatever,  therefore,  all  advertising  matter 
he  produces  should  be  sent  out  in  a  neat  folder 
— a.  simple  two-leaf,  with  or  without  a  flap, 
bearing  either  a  label  describing  briefly  the 
contents,  or  similar  matter  neatly  written  or 
drawn  in  "  print "  characters  on  the  outside 
of  the  folder  itself.  Present  your  work  in  a 
suitable  and  attractive  setting  and  you  will 
increase  your  chance  of  building  up  a  reputa- 
tion for  efficiency.  More  especially  where  a 
first  order  is  concerned,  it  is  necessary  to  exer- 
cise extreme  care  to  preserve  the  right  atmos- 
phere for  favourable  consideration  of  the 
contents  of  your  folder.  If  the  work  consists 
of  a  single  lay-out  and  copy,  "  tip-in,"  i.e. 
paste  lightly  top  only  of  copy  sheet  and  top  of 
lay-out  paper,  and  fix  copy  on  left-hand  page 
and  lay-out  opposite.  Your  work  is  then  on 
view  at  a  glance  and,  by  this  simple  arrange- 
ment, neither  copy  nor  lay-out  can  become 
detached  or  mislaid.  If  more  than  one 
advertisement  is  in  question,  make  up  a  little 
booklet  of  the  requisite  number  of  pages.  For 
your  cover  use  brown  paper  of  good  substance 
or  a  coloured  cover  paper,  sample  sheets  of 
which  can  usually  be  obtained,  on  request, 
from  any  of  the  leading  paper  manufacturers 
who  are  always  willing  to  sell  or  present  gratis, 
small  quantities  to  bona  fide  advertising  men 
for  use  in  making  up  booklets,  etc.,  the  idea 
being  of  course,  that  the  printer  will  obtain 
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his  supply  from  them  when  the  order  for  the 
printing  materializes. 

Invoices  and  Statements 

Be  businesslike  in  all  your  dealings.  The 
general  rule  in  business  practice  is  that  the 
invoice  or  "  bill "  should  accompany  the 
goods,  but  in  the  case  of  free  lance  work  my 
suggestion  is  that  you  send  out  your  invoice 
a  few  days  after  completion  of  order  and 
delivery.  This  course  is  advised  to  allow  for 
the  possibility  of  requests  for  amendment; 
slight  corrections  or  alterations  are  sometimes 
necessary  before  the  lay-out  or  copy  meets 
with  final  approval,  and  may  or  may  not  call 
for  some  additional  charge.  Your  statement 
of  account  should  be  posted  on  the  last  day  of 
the  month  if  payment  has  not  already  been 
received  in  full  discharge  of  the  amount 
already  invoiced.  Mark  your  invoices  and 
statements  "  Nett  "  and  "  E.  &  O.E.";  the 
first  will  prevent  a  percentage  reduction 
"  for  cash  "  on  the  part  of  the  client  with- 
out reference  to  you,  unless  such  a  course 
has  already  been  mutually  agreed  upon.  The 
letters  E.  &  O.E. — meaning  "errors  and 
omissions  excepted  " — are  your  protection 
against  mistakes  on  your  side  in  charging 
up. 

The  Question  of  Terms 

On  what  basis  to  charge  for  your  work 
must  always  be  a  matter  for  individual  deci- 
sion; the  following  remarks  may,  however, 
prove  of  some  assistance  in  dealing  with  this 
knotty  question.  It  is  an  obvious  advantage 
that  a  "  free  lance  "  is  seldom  overburdened 
with  overhead  expenses— office  rent,  salaries, 
and  so  on — which,  with  a  firm  or  agency 
business,  must  be  reckoned  with  in  the  invoic- 
ing of  all  work  that  goes  through  their  organ- 
izations. It  does  not,  however,  follow  that  by 
low  charges  you  will  secure  a  larger  or  more 
continuous  run  of  work.    It  is  a  curious  fact 


that  people  of  intelligence — in  which  category 
presumably  all  business  firms  may  be  included 
— are  apt  to  belittle  services  of  the  nature 
under  discussion  when  offered  at  low  charges ; 
a  fair  and  reasonable  price  for  good  work  is 
seldom  disputed,  so  that  your  charges  should 
be  based  accordingly.  To  help  you  to  decide 
the  difficult  question,  I  suggest  a  charge  of, 
say,  half-a-guinea,  for  preparing  a  lay-out  and 
writing  copy  for  anything  up  to  a  6-in.  double 
column  advertisement  not  involving  research 
work,  and  not  including  sketches  or  blocks. 
Some  slight  reduction  may  be  possible  for  i, 
2  or  3-in.  spaces.  For  larger  spaces  your  rate 
should  be  more  or  less  proportionate — that  is, 
a  sliding  scale  of  charges  showing  a  small 
reduction  on  the  original  basis  of  your  charge 
for  a  6-in.  double  column  advertisement,  the 
largest  reduction  falling  naturally  to  whole- 
page  lay-outs.  If  you  are  strong  enough  as 
an  advertisement  designer  your  work  should 
be  worth  more  than  these  suggested  quota- 
tions to  the  advertiser  who  appreciates  efficient 
and  productive  publicity  ;  the  expert  with 
a  reputation  can  always  command  considerably 
higher  remuneration  for  his  work.  A  further 
hint  will  be  useful  if  you  practise  "  on  your 
If  your  course  of  study  has  made  you 


own. 


or 


capable  of  writing  really  good  "sales 
"form"  letters  for  circularizing,  half-a-guinea 
is  the  usual  charge  for  such  work;  in  special 
cases,  one  guinea.  Charges  for  designing  ahd 
preparing  folders,  booklets,  and  catalogues 
vary  so  considerably  that  advice  on  this  point 
would  be  futile  ;  such  invoicing  must  be  left 
for  you  to  decide  according  to  time,  trouble 
and  work  involved.  As  a  general  rule  keep 
your  prices  up  rather  than  down,  if  the  work 
is  worthy.  Plan  so  that  to  increase  your 
charges  as  you  become  more  efficient  will  not 
jeopardize  any  connection  you  may  have 
already  secured. 

I  feel  it  would  not  be  right  to  conclude  this 
section  without  a  note  of  warning  that  free 
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lance  work  even  at  its  best,  is  precarious.  It 
is  also  necessary  at  times  to  have  interviews 
with  clients,  which  entail  the  loss  of  valuable 
working  time,  and  for  which  recompense  in 
hard  cash  cannot  well  be  obtained.  Such 
appointments  mean  late  work — hard  work — 
to  get  the  advertising  matter  you  have  in  hand 
through  to  time;    keeping  faith  with  clients. 


no  matter  what  the  circumstances,  is  of  the 
first  importance  in  maintaining  a  connected 
run  of  work.  However,  if  you  are  fortunate 
enough  to  establish  a  good  connection,  the 
satisfaction  and  independence  enjoyed  as  a 
free  lance  have  compensations  quite  apart  from 
agency  work  or  employment  on  the  publicity 
side  of  a  business  firm. 


107 


I 


ADVERTISEMENT    LAY-OUT    AND    COPY-WRITING 


CHAPTER  III 
THE  JDFERTISING  MJNJGER  JND  HIS  DUTIES 

TTVERY  young  and  ambitious  ad.-man  generalize  in  this  connection,  but  the  lines 
-■--'probably  has  visions  of  being  appointed  marked  out  may  be  taken  as  applying  in  a 
advertising  manager  to  some  important  firm,  broad  sense  to  the  advertising  department  of 
sooner  or  later,  during  his  career,  and  will  any  firm  manufacturing  goods  to  be  sold 
welcome  even  this  necessarily  incomplete  through  the  retailer,  or  to  the  consumer  direct, 
review  of  what  an  advertising  manager  has  In  either  case  it  is  very  necessary  for  the 
to  know  and  do.  The  subject  is  far  too  wide  advertising  manager  to  work  in  close  touch 
to  attempt  to  treat  it  in  detail  in  the  present  with  the  sales  manager.  In  some  businesses 
volume,  yet  the  writer  feels  that  some  these  executive  positions  are  invested  in  one 
reference  to  this  possible  development  of  the  individual,  but  if  they  are  organized  as  sepa- 
student's  progress  will  be  looked  for;  he  is  rate  departments,  between  the  respective 
hopeful  that  the  following  brief  outline  of  the  chiefs,  there  must  be  absolute  agreement  in 
ad.-manager's  duties  and  responsibilities  will  policy  and  tolerance  in  conference  when  con- 
stimulate  determination  to  excel  in  a  profes-  sidering  ideas  for  business  expansion  put  up 
sion  so  varied  in  its  opportunities  as  the  practice  by  either  side;  this  is  vital  to  their  joint 
of  advertising  and  publicity.  responsibility  for  their  sections  to  function 
.  harmoniously  in  the  interests  of  the  firm.  It 
(Jualtflcattons  Js  as  fatal  for  the  sales  manager  to  withhold 

A  good  "  agency  "  training,  a  strong  person-  information  required  for  advertising  purposes 

ality,  and  an  aptitude  for  taking  the  long  view  as  it  is  for  the  publicity  manager  to  work  out 

in   business   outlook,   are   among   the   many  schemes  on  lines  which  he  may  have  to  decide 

requirements    of    an    advertising    manager,  as  probably  effective,  without  access  to  data 

whether  his  work  is  for  a  firm  handling  a  which   should   be   available   in   the  ordinary 

staple  product  or  for  one  of  the  increasingly  course  of  business. 

numerous  department  stores.     Sound  "  sales  Therefore,  should  you  secure  a  position  as 

sense  "  is  more  important  than  well  balanced  advertising  manager  to  a  firm  with  a  live  sales 

lay-outs,  and  any  previous  practical  commer-  force,  be  sure  to  let  the  men  on  the  road — the 

cial  experience  is  a  very  valuable  asset;    the  salesmen  and  travellers — through  their  chief, 

most   brilliant   copy-writer  and   lay-out  man  the  sales  manager — know  what  is  being  done 

may  easily  become  a  rank  failure,  so  many  on  the  publicity  side  to  support  them.    Cohe- 

qualities  in  an  "  active  "  sense  being  demanded  sion  between  the  sales  and  advertising  sections 

of  the  man  who  fills  this  responsible  position.  of  a  business  is  the  logical  plan  for  increasing 

I     r>      J  sales.   Team  work — the  organized  co-opera- 

OtaplB  rTOaUCtS  tJon  of  every  individual  in  every  department 

For  convenience  in  sectional izing,  under  this  throughout  the  firm,  from  the  directors  down 

sub-heading  I  include  any  and  every  kind  of  to  the  packers  or  office  boy — is  the  ideal  policy 

trading,   other  than   department  stores,   that  to  ensure  maximum  effort,  all    focussed  on 

calls    for    the    assistance    of   an    advertising  the   one    point — sales ;     the   least   important 

manager.    It  is  impossible  to  do  other  than  unit   in   a   business,   through   carelessness  or 
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neglect  in  apparently  unimportant  matters, 
can  easily  cause  trading  losses  quite  out  of 
proportion  to  the  position  held  by  the  delin- 
quent. 

The  Ad. -manager^ s  Duties 

The  planning  of  schemes  in  detail  for  Press 
campaigns  is  the  most  important  duty  the 
advertising  manager  has  to  undertake.  He 
must  be  able  to  arrange  expenditure  of  the 
advertising  appropriation  on  reasonably  econ- 
omical lines,  without  weakening  the  possible 
success  of  the  campaign,  by  choosing  the  right 
publications  to  attain  that  end.  His  ideas 
must  be  live  ones,  with  a  measure  of  origin- 
ality in  appeal  to  the  public  ;  and  every 
advertisement,  whether  planned  as  an  indiv- 
idual announcement  or  as  one  of  a  series, 
should  lead  definitely  to  the  sales  goal.  If  the 
proposition  is  technical — engineering,  for 
example,  and  you  are  appealing  to  the  trade, 
treat  the  subject  on  strictly  business  lines; 
stifle  all  tendency  to  be  humorous  or  long- 
winded  in  your  copy.  Engineers  take  their 
trade  seriously;  they  are  busy  men  who, 
whilst  keen  on  investigating  facts  concerning 
new  or  exceptional  plant,  require  these  to  be 
set  out  briefly  and  clearly  for  quick  reading. 
They  prefer  to  form  their  own  deductions 
from  the  salient  features  contained  in  the 
tabulated  specification  of  the  machine,  vehicle, 
and  so  forth,  which  happens  to  be  the  subject 
of  the  advertisement.  Leave  all  unessentials 
for  inclusion  in  your  catalogue  or  brochure, 
and  in  all  announcements  invite  applications 
for  a  copy  of  the  list  or  booklet.  Once  you 
get  the  inquiry  follow  it  up  at  intervals,  either 
by  correspondence  or  through  the  firm's 
travellers,  or  both,  until  either  an  order  results 
or  the  inquiry  is  obviously  dead.  Even  then, 
revive  it  or  attempt  to  do  so  by  sending  parti- 
culars of  other  suitable  goods  from  time  to 
time.  Keep  track  of  all  inquiries  by  careful 
card-indexing;    chart  the  results  from  your 


advertisements  so  that  you  can  cut  out  any 
media  not  pulling  satisfactorily  and  use  the 
money  saved  on  publications  which  are  pull- 
ing their  weight,  or  in  some  other  more 
profitable  direction. 

General  and  Mail  Order  Charts 

The  need  for  charting  results  for  the 
purpose  of  eliminating  media  which  prove 
to  be  entirely  ineffective,  or  from  which 
inquiries  or  orders  cannot  be  obtained  at  an 
economic  cost,  is  imperative  if  your  position 
is  that  of  advertising  manager  to  a  mail-order 
firm.  If  the  publicity  you  handle  is  for  a 
staple  product — soap,  jams,  toffee,  teas  or 
other  articles,  or  foods,  for  general  consump- 
tion— it  is  not  possible  to  keep  any  record,  as 
no  means  exist  for  tracing  results  from  indi- 
vidual advertisements  or  publications,  the  sole 
aim  of  the  advertising  being  general  publicity 
to  create  sales  in  a  broad  sense,  through  the 
retailers.  In  these  propositions  the  question 
of  registering  results  only  arises  when  a  public 
competition  of  some  kind  is  projected  and 
carried  through  by  means  of  coupons  cut 
from  the  advertisements,  or  when  coupons 
are  introduced  for  use  as  applications  for  book- 
lets, or  in  connection  with  "  sample  "  schemes, 
free  or  otherwise.  Schemes  of  this  nature  are 
particularly  useful  at  the  commencement  of 
a  campaign  for  a  new  product,  the  records  of 
results  providing  valuable  data  on  which  to 
base  subsequent  "general"  operations.  The 
"coupon"  results  will  indicate  fairly  accu- 
rately the  potential  pulling  power  of  the 
various  publications. 

Schemes 

Your  scheme  will,  of  course,  have  to  be 
planned  within  the  limitations  of  expenditure 
decided  by  your  directorate,  or  the  principals 

of  the  firm. 

Having  done  this,  in  consultation  with  the 
sales  manager,  the  next  step  is  to  get  it  O.K.'d 
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by  the  management.    If  you  have  faith  in  the  order  organization  of  any  size  usually  needs  a 

soundness  of  your  plans,  fight  for  your  scheme  large  staff  which  would  be  determined  auto- 

if  necessary — as  diplomatically  as  the  occa-  matically,  in  proportion  to  its  turnover.    Its 

sion  may  call  for.    Criticisms,  trite  or  decidedly  clerical  staff  might  have  to  be  sufficient  in 

adverse,  on  points,  are  almost  certain  to  crop  number  to  handle  quickly  and  smoothly  thou- 

up  when  you  submit  your  ideas  to  the  powers  sands  of  orders  daily  for  varying  quantities  of 

that  be,  for  their  approval;  also  quite  possibly,  goods  at  a  wide  range  of  prices;   detail  work 

suggestions    for    even    drastic    amendments,  calling  for  fine  organization.    Its  advertising 

Give  way,  if  you  must,  on  small  points,  but  staff  proper  would  probably  be  small,  yet,  in 

go  all  out  to  retain  the  salient  features  of  your  post  order  business,  the  interdependence  of  the 

proposed   campaign — with    the   assistance   of  two  sections  makes  consolidation  as  one  depart- 

your  rightful  backer  and  colleague,  the  sales  ment  the  right  policy;    in  many  mail-order 

manager.    Be  prepared  beforehand  with  ade-  businesses  the  management  of  the  twin  depart- 

quate  reasons  for  combating  alterations  with  ments  is  entrusted  to  the  advertising  chief, 

which  you  are  not  in  full  agreement — points  whose  leading  assistant  is  made  responsible — 

likely  to  give  rise  to  debate  can  usually  be  under  supervision  of  the  advertising  manager 

foreseen — ^and  do  your  level  best  to  convince  — for  the  general  working  of  the  co-section, 
your  chiefs  that  your  plans  are  sound.    Be  sure         An  advertising  manager  to  a  large  organ- 

of  your  ground  and  you  will  win  through,  ization  is  usually  too  busy  planning  ahead  and 

At  times,  however,  a  submitted  scheme  has  dealing  with  major  matters  to  prepare  every 

to  undergo  considerable  unavoidable  alteration,  detail  of  the  actual  advertisements,  and  leaves 

or  the  advertising  appropriation  originally  set  these  to  be  carried  out  by  one  or  more  assistants 

aside  has  to  submit  to  the  pruning  knife,  to  who  work  under  his  direction.    He  is,  never- 

meet  some   contingency  affecting  policy  or  theless,  wholly  responsible  for  the  planning  of 

finance  occurring  during  the  interval  between  the   "  key  "  lay-outs  and  copy  required  for 

the  issue  of  instructions  to  prepare,  and  your  filling  in  the  scheme  passed — perhaps  in  more 

actual  submission  of,  the  scheme.   The  direc-  or  less  skeleton  form — by  his  directors.    His 

torate,  quite  rightly,  do  not  always  deem  it  staff  would  also  keep  track  of  inquiries  and 

necessary  to  divulge  their  reasons  for  revision  orders  and  operate  "  follow-ups,"  referring  to 

in  these  matters,  and  if  you  sense  such  a  situa-  him  in  the  usual  course  to  settle  difficulties  as 

tion  be  diplomatic  and  amend  your  scheme  to  they  arise, 
meet  the  presumed  new  conditions  without 

putting  questions  which  may  turn  out  to  be  Department  StOTCS 
mdiscreet.  There  are  many  points  in  which  the  duties 

r\  '    '        ^r  r\  ^^  advertising  manager  to  a  large  department 

UrganiZing   Your  Department  store  differ  from  those  met  with  in  a  parallel 

The  staff  and  office  equipment  required  for  position  with  a  business  firm  handling  special- 

an  advertising  department  to  run  smoothly  ized  goods;    hence  my  decision  to  treat  this 

depend  on  the  importance  of  the  business  and  subject  separately.    Difficulties  are  multiplied 

the  nature  of  the  goods  or  services.    A  firm  by  the  need  for  co-operation  with  a  number  of 

of  engineers,  for  instance,  would  be  able  to  departmental   "  buyers "   whose  interests  are 

carry  on  efficient  publicity  with  quite  a  small  apt  to  be  centred  exclusively  in  the  concerns 

staff — the  advertising  manager,  his  assistant,  of  their  own  sections,  rather  than  in  the  pro- 

a  typist,  and  an  office  lad.     In  contrast,  a  mail  gress  of  the  store  as  a  whole.    The  advertising 
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manager  has  to  keep  the  broader  view  consist- 
ently, and  act  impartially  in  the  interests  of  all. 

Planning  the  Campaign 

The  principals  of  the  store — the  directors, 
if  a  limited  company— decide  the  advertising 
appropriation  for  the  ensuing  year,  or  other 
period  according  to  preference,  and  allot  the 
expenditure  for  the  various  departments  ;  a 
sliding  percentage  based  on  sectional  turnover. 
At  the  same  time  a  sum  is  allocated  for 
"  general  advertising  " — for  the  house  as  one 
entity.  The  advertising  manager's  duty  is  to 
suggest  the  media  to  be  included  in  the  scheme, 
planning  his  schedule  as  far  as  possible  on 
traceable  results  from  the  previous  advertising. 
A  meeting  of  principals  and  buyers  is  then 
convened  at  which  the  advertising  manager 
has  to  deal  with  any  questions  raised  with 
regard  to  the  publications  selected  for  debate, 
the  principals  inviting  suggestions  from  all 
present  in  connection  with  any  other  matters 
— internal  organization,  and  so  on — which 
may  seem  to  require  adjustment,  the  advert- 
ising manager  contributing  his  quota  to  the 
general  discussion  where  matters  come  within 
his  province. 

Booking  Space 

Space  is  then  booked  provisionally  in  rela- 
tion to  the  scheme  as  finally  agreed  upon,  and 
the  next  step  is  the  preparation  of  a  chart 
embodying  division  and  subdivision  of  the 
space  available  to  meet  the  probable  future 
requirements  of  each  department  in  regard  to 
its  seasonal  advertising  needs,  the  principals, 
in  conjunction  with  the  advertising  manager, 
having  previously  set  aside  space  corresponding 
to  the  appropriation  decided  upon  to  cover  the 
store  sale  periods;  these  occur  automatically 
at  r^ular  times  each  year.  And  I  would 
mention  in  passing  that  it  is  at  these  times 
necessary  on  occasion  to  combat  attempts  to 
run  a  "  sale  within  a  sale."    For  instance,  the 


writer  has  known  buyers  to  fight  for  separate 
space  during  a  seasonal  sale,  to  advertise  a 
special  sale  for  their  department  individually, 
rather  than  be  included  in  the  "  composite  " 
announcements  shared  between  several  of  the 
store  sections ;  the  right  policy  is  "  variety  of 
merchandise  "  in  a  store  sale  advertisement, 
and,  whether  embracing  one  or  more  depart- 
ments the  chief  heading  should  be,  throughout 
the  period,  in  all  advertisements,  the  words 
"  Summer  Sale,"  or  whatever  season  it 
happens  to  be;  comprehensive,  not  depart- 
mentalized. 

Distribution  oj  Space 

This  detail  is  sometimes  arranged  by  the 
administration  week  by  week  but,  although 
this  somewhat  arbitrary  plan  makes  things 
easier  for  the  advertising  department,  in  my 
opinion  a  more  equitable  arrangement  is  to 
allow  the  buyers  the  privilege  of  deciding,  up 
to  a  point,  how  their  sectional  advertising 
appropriation  should  be  expended,  final  deci- 
sion, of  course,  remaining  with  the  manage- 
ment. The  buyers'  responsibility  in  profitable 
dispersal  of  seasonal  and  special  purchases  of 
merchandize  is  a  weighty  argument  in  favour 
of  a  certain  latitude  in  this  direction.  Distri- 
bution of  space  in  media  known  to  bring  the 
best  returns  in  shop  trade  and  post  orders — z. 
combined  "  pull "  only  possible  through  one 
or  two  of  the  leading  national  newspapers — 
is,  however,  always  likely  to  prove  a  stumbling 
block  owing  to  the  impossibility,  at  times,  to 
accommodate  all  sections  who  desire  space  to 
an  extent,  collectively,  which  would  absorb, 
perhaps,  twice  or  thrice  the  area  it  has  been 
possible  to  book  for  the  date  such  publicity  is 
required.  Effort  has  to  be  made  to  placate  all 
by  the  plan  of  turn  and  turn  about.  In  any 
case  friction  is,  more  or  less,  unavoidable,  and 
considerable  diplomacy  is  called  for  on  the 
part  of  the  advertising  manager  to  adjust 
matters  to  the  general  satisfaction. 
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Catalogue  Costs 

In  apportioning  the  provisional  expenditure 
for  the  several  departments  reservation  must 
be  made  to  meet  sectional  costs  of  catalogues, 
booklets  and  other  advertising  matter  to  be 
issued  during  the  period  covered  by  the  appro- 
priation, a  certain  proportion  of  these  incident- 
als also  being  allowed  for  in  the  "  general " 
advertising  allocation,  such  items  as  cover 
designs  and  blocks,  other  than  those  of  a 
strictly  departmental  kind,  being  charged  to 
that  account. 

Special  Qualifications 

In  addition  to  his  other  qualifications  as  an 
advertising  expert,  the  department  store 
ad.-manager  is  expected  to  have  a  good  general 
knowledge  of  many  classes  of  goods,  and 
should  be  able  to  advise  the  buyers  as  to  the 
most  suitable  lines  to  advertise;  also  the  most 
responsive  media.  He  must  keep  in  close  touch 
with  the  advertising  expenditure  of  each 
department,  and  extra  bookings  to  meet  unex- 
pected contingencies  must  be  watched  very 
carefully,  or  trouble  will  follow.  The  "  long 
view  "  must  be  cultivated  and  catalogues  put 
in  hand  well  in  advance  of  the  time  for  issue. 
Buyers  should  be  warned  that  all  copy  must 
be  complete  by  a  definite  date;  frequent 
reminders  are  usually  necessary.  Except  where 
lists  are  purely  departmental,  catalogues  are 
issued  in  the  interests  of  the  departments  as 
a  whole — the  combined  units  of  the  entire 
store;  and  it  is  a  well-known  fact  that  one  of 


the  most  difficult  tasks  in  store  management 
is  to  get  all  buyers  to  work  as  a  team  for  the 
good  of  the  house.  It  is  the  advertising  mana- 
ger's duty  to  do  his  best  to  bring  this  about. 
Other  duties  include  the  planning  of  window 
and  van  bills.  If  posters  are  included  in  the 
publicity  scheme  a  tour  of  inspection  should 
be  made  from  time  to  time  to  check  positions, 
etc.  Time  also  has  to  be  found  for  interviews 
with  Press  representatives,  artists,  printers, 
blockmakers,  etc.  The  best  plan  is  to  set 
apart  a  definite  day  each  week,  and  to  refuse 
to  see  callers  on  other  days,  except  by  appoint- 
ment. 

Finally,  the  advertising  manager  must  be 
a  "  live  "  man  all  the  time,  always  ready  and 
able  to  put  forward  good  selling  ideas  appro- 
priate to  the  season,  keen  to  effect  eleventh- 
hour  alterations  in  make-up  to  avoid  loss  where 
sudden  changes  in  weather  render  unsuitable 
the  selling  lines  first  selected,  and  awake  to 
every  opportunity  for  increasing  sales.  Stunt 
advertising  suggestions  are  also  looked  for  on 
occasion,  especially  during  the  Christmas 
season  when  the  advertising  manager's  duties 
frequently  receive  the  addition  of  those  of  an 
assistant  general  manager. 

Tact,  diplomacy,  energy,  enthusiasm  and 
foresight  are  all  necessary  to  make  good  as 
advertising  manager  to  a  big  department 
store  ;  the  reward  is  the  respect  of  his  princi- 
pals and  buyers,  the  prestige  attached  to  the 
position  he  holds,  and  the  opportunity  for 
self  expression. 
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CHAPTER  IV 
SHORT  NOTES  FOR  CJREFUL  STUDY 


1.  Avoid  disparaging  reference  to  compe- 
titors' goods  or  actions  ;  your  motive  is  likely 
to  be  too  obvious. 

2.  Bad  caligraphy  should  be  avoided ; 
serious  "  printers'  errors  "  may  result. 

3.  Check  proofs  with  infinite  care.  Pay  as 
much  attention  to  the  spelling  in  display  lines 
as  you  give  to  body  matter.  Price  quotations 
are  special  pitfalls  in  proof  reading. 

4.  Check  proofs  for  correct  space,  as  booked. 

5.  Watch  for  wrong  descriptions  under 
blocks;  even  for  blocks  set  upside  down. 

6.  A  mass  of  white  lettering  on  a  black 
ground  is  bad;  practically  unreadable. 

7.  Avoid  using  more  than  two  or  three 
varieties  of  type  in  the  same  advertisement. 

8.  In  deciding  sizes  for  blocks  keep  some 
reasonable  suggestion  of  proportion :  don't  let 
an  illustration  of  a  piano  or  settee  appear  the 
same  size  as  a  dressing  case  or  handbag. 

9.  Keep  heavy  blocks  at  the  bottom  of  the 
advertisement. 

10.  Expensive  goods  should  not  be  adver- 
tised with  their  prices  set  in  large  figures. 

11.  If  you  are  writing  copy  for  circulation 
in  industrial  districts  don't  be  "  superior  "  in 
your  diction. 

1 2.  Exaggerated  statements  never  sell  goods 
twice  to  the  same  people;  and  it  is  repeat 
orders  that  build  a  business,  whether  retail  or 
mail  order. 

13.  Better  results  have  sometimes  i)een 
obtained  from  two  advertisements  on  different 
pages  in  the  same  issue  of  a  publication — by 
halving  the  space  originally  allotted. 

14.  Competitions:    Watch  carefully  the 


closing  date  of  these  when  sending  copy  to 
weekly  and  monthly  periodicals  well  in 
advance  of  date  of  issue.  An  instance  is  on 
record  of  a  competition  announcement  actually 
appearing  on  the  date  of  expiry. 

15.  "Send  no  Money":  This  phrase  is 
quite  legitimate  catch-word  advertising  if 
backed  by  a  sound  proposition. 

16.  Free  Offers:  Beware  of  advertising 
catch  offers  that  do  not  mean  what  they  seem 
to  imply.  For  example,  to  advertise  Free 
large  and  "  trial "  small  is  not  playing  the 
game.  Have  both  words  set  or  drawn  equal 
in  size,  and  so  create  confidence. 

17.  Except  in  department  store  advertising 
let  the  chief  subject  or  selling  line  predom- 
inate. A  golden  rule  is  to  avoid  introducing 
more  than  one,  and  concentrate  on  that 
only. 

18.  Where  the  goods  are  of  a  special  kind 
the  name  block  may  take  bottom  position 
in  the  advertisement.  Drapery  and  store 
announcements  should  have  the  name  dis- 
played at  the  top,  or  just  beneath  the  principal 
caption,  as  similar  goods  are  probably  adver- 
tised concurrently  by  competitors.  The  name 
(and  address)  should  appear  also  at  the  foot,  to 
separate  the  advertisement  definitely  from 
another  similar  in  nature  should  such  be 
placed  immediately  beneath,  in  the  make-up 
of  the  publication  in  which  it  is  inserted. 

19.  If  you  plan  for  a  half-page  space 
remember  you  are  sure  of  a  top  position  if  you 
make  it  upright  instead  of  across. 

20.  For  newspaper  advertisement  avoid 
smaller  type  than   8-point;    newspapers  are 
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read  under  very  different  conditions  than  are 
the  weeklies  and  other  publications. 

21.  Never  use  such  phrases  as  "tempting 
prices,"  "  alluring  offers,"  "  giving-away 
prices,"  "  unheard-of  bargains,"  "  great  sacri- 
fice," "sweeping  reductions,"  and  similar 
exaggerations.  They  are  not  only  unconvinc- 
ing, but  the  first  two  suggest  an  urging  to 
useless  extravagance,  especially  when  addressed 
to  women.  I  condemn  entirely  the  phrase 
"  sweeping  reductions  "  and  "  one  week  final 
sweep  " — ^actually  illustrated  with  a  sketch  of 
a  broom — which  is  being  used  by  a  well- 
known  West  End  draper's  at  the  time  of 
writing:  the  suggestion  of  offering  rubbish — 
the  sweepings  of  the  shop — reveals  delightful 
ignorance  of  the  right  appeal. 


22.  In  general  publicity  rule  out  all  such 
expressions  as  "  on  top,"  "  above  all,"  "  the 
best,"  and  similar  meaningless  wordings.  Use 
"  reason  why  "  selling  phrases  every  time. 

23.  Avoid  introducing  map  drawings  of 
the  globe  or  hemispheres  to  illustrate  such 
unconvincing  statements  as  "  best  on  earth," 
"  the  world's  best,"  and  so  on.  A  leading 
organization  of  chain  stores  once  advertised 
their  tea  as  "  Drunk  all  over  the  World," 
illustrated  by  a  sketch  of  a  drunken  man 
spread-eagled  over  a  drawing  representing  the 
globe — surely  an  example  of  "  the  limit  "  in 
bad  advertising  and  execrable  taste. 

24.  "  The  only  reason  for  the  existence  of 
the  advertisement  copy-writer  is  to  sell  goods, 
and  more  goods." 
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GLOSS  J  RT 

of  Technical  Terms  used  in  connection  with  Advertising  and  Printino^, 

arranged  for  easy  reference 


Advertising.  To  make  known  by  announce- 
ments in  newspapers,  periodicals,  books,  circulars, 
posters,  showcards,  novelties  and  printed  matter  of 
any  description. 

Angle.  The  point  of  view. 

Appropriation.  The  sum  set  aside  for  any 
specific  purpose  in  a  business  organization  ;  used 
here  as  "  set  apart  for  publicity  purposes." 

Art  Paper.  Paper  with  a  coated  surface  ;  used 
for  printing  high-class  publications,  booklets,  cata- 
logues, etc.  Toned  art  paper,  slightly  buff  in  colour. 
Either  used  with  glossy  or  matt  surface,  according 
io  effect  desired. 

Bleeding-off.  a  term  used  by  printers  when 
a  border  or  decoration  is  run  flush  with  the  cutting 
edge  of  the  paper,  i.e.  without  margin  shown  after 
trimming. 

Blocks.  Engravings  on  wood  (usually  hand- 
work), zinc,  copper  or  other  metal,  mounted  type- 
high  on  a  wood  or  metal  base ;  illustration,  photo 
or  lettering  (hand  drawn)  photographed  on  the 
wood  or  sheet  metal.  Wood,  hand  engraved  or 
tooled.  Metal,  immersed  in  acid  which  leaves  only 
the  printing  surface,  the  action  of  light  on  the 
emulsion  on  the  metal  at  the  time  the  photograph  is 
taken  rendering  all  printing  parts  insoluble. 

Box.  Term  used  by  copy-writers  and  printers  to 
signify  that  certain  matter  in  an  advertisement, 
booklet,  catalogue,  etc.,  is  to  be  surrounded  by  a 
border  rule  to  form  a  panel. 

Branded  Goods.  Merchandise  sold  under  some 
definite  name,  trade-mark,  or  description  connect- 
ing the  goods  with  the  source  of  manufacture  or 
origin.  Should  be  a  guarantee  of  standard  quality 
and  result  in  increased  sales  by  inducing  consumer- 
confidence. 

Campaign.  The  carrying  out  of  an  advertising 
scheme  whether  in  the  Press,  by  poster,  showcard, 
circularizing,  outdoor  publicity  (illuminated  signs, 
sandwich  boards,  etc.),  or  any  other  method  of 
"  making  known  " — used  separately  or  in  com- 
bination. 

Captions.  Type  or  drawn  headlines  used  at  the 


top  of,  or  for  different  sections  of  an  advertisement, 
booklet,  circular,  etc. 

Consumer.  Commonly  used  in  reference  to  the 
ultimate  purchaser  of  goods  through  retail  or  mail 
order  agents.  In  advertising  and  sales  literature  the 
application  is  broader  than  is  usually  accepted. 
"  Consumer-demand  " — the  buying  public. 

Copy.  All  matter  supplied  to  a  printer  for  type- 
setting. 

Cut-outs.  Novelties  in  paper  or  card  cut  to 
special  shape.  Half-tone  blocks  which  are  vignetted 
or  have  background  cut  away  in  contrast  to  blocks 
cut  "  square." 

Display.  Headlines  and  matter  set  prominently 
in  an  advertisement  to  attract  attention. 

Dummy.  The  make-up  of  a  booklet  or  catalogue 
to  guide  the  printer,  showing  arrangement  of 
matter  and  illustrations  as  well  as  size  of  the  job. 

Ear.  Term  used  to  indicate  title  corners  of 
newspapers,  sometimes  let  for  advertising. 

Electro.  A  copper-faced  duplicate  of  an 
original  block. 

Facsimile  Letters.  Circular  letters  in  imita- 
tion of  typewritten  correspondence,  produced  in 
quantities.  In  business  circles  such  letters  are 
planned  to  appear  as  individual  as  possible  in 
character  and  appearance  by  "  matching-in  "  names 
and  addresses  after  duplication  of  the  body  matter 
and  printing  in  facsimile,  from  a  block  of  the 
signature  of  the  person  authorized  to  sign  such 
letters,  the  ink  used  for  this  purpose  being  in  close 
resemblance  to  actual  pen  and  ink  writing. 

Folder.  A  flat  area  of  paper  or  card  divided  into 
two  or  more  folds. 

Form  Letters.  See  facsimile  letters.  A  form 
letter  campaign  comprises  one  or  more  circular 
letters  on  "  follow-up "  lines,  devised  to  induce 
action  on  the  part  of  the  recipient  to  purchase  goods 
or  services ;  all  letters  in  the  same  series  following 
the  first  are  known  as  "  chasers." 

Format.  The  plan,  arrangement,  or  setting  out 
of  a  booklet,  book,  or  catalogue. 
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Forme.  Type  arranged  and  locked  up  ready  for 
printing. 

Free  Lance.  Applied  in  advertising  and  jour- 
nalistic circles  to  artists,  copy-writers  and  journalists 
working  independently ;  not  connected  permanently 
or  solely  with  any  one  publicity  organization  or 
publication. 

Half  Line.  Blocks  made  through  a  fine  dia- 
gonal screen  from  heavy  lines,  masses,  decorative 
work,  or  other  suitable  sketches,  producing  a  grey 
effect  when  printed.  Not  adapted  for  fine  line 
drawings.  Draw  in  solid  black — the  process 
engraver  does  the  rest. 

Half  Tone.  See  specimens  of  screens  in  Part  II, 
and  notes  as  to  uses  of  various  intensities  of  dotted 
areas. 

Imitation  Art.  Paper  of  inferior  quality  to 
"  art "  but  rolled  under  great  pressure  to  give  it 
that  appearance  ;  the  surface  is  not  coated. 

Inset.  A  two-  or  four-page  leaflet  inserted  bound 
or  loose,  in  the  pages  of  a  periodical. 

Key.  The  means  employed  to  trace  the  origin 
of  inquiries  or  orders  from  advertisements.  Exam- 
ples :  initials  of  publication  title,  e.g.  D.M.  for 
Daily  Mail,  Dept.  A,  B,  C,  and  so  on,  allotted  to 
the  various  media  in  a  scheme,  or  department 
numbers  in  usual  sequence,  etc.  These  "  keys " 
are  included  in  the  address  or  in  comers  of 
coupons. 

Lay-out.  The  plan  for  construction  of  advert- 
isements, folders,  booklets,  leaflets,  etc. 

Line  Drawing.  Designs  and  sketches  depend- 
ing entirely  on  lines,  i.e.  washes  and  colour  entirely 
dispensed  with.  For  a  second  tone  portions  may 
be  indicated  in  blue  pencil  for  an  engraver's  tint  or 
stipple  to  be  added  (see  examples  in  Part  II). 
Solid  black  masses  may  be  introduced. 

Literals.  Errors  in  proofs,  of  a  minor  char- 
acter ;  letters  wrongly  placed  or  wrong  way  up, 
dropped  letters,  damaged  type  faces,  punctuation, 
capitals  (caps)  where  lower  case  (I.e.)  letters  should 
be  set,  and  vice  versa. 

Make-up.  The  plan  or  arrangement  of  a 
catalogue  or  booklet.     See  also  lay-out  and  format. 

Matrix,  h  papier  miche  impression  produced 
by  enormous  pressure  from  a  forme  of  type  or/ and 
blocks.  Used  in  casting  stereos  or  making  electros 
for  printing  purposes. 

Media.  Publications  selected  for  a  Press  advert- 
ising campaign. 


Offset,  k  modern  method  of  printing  from  a 
transfer  on  rubber. 

Padding.  Copy  in  advertisements  and  booklets 
purposely  elaborated  to  occupy  certain  space  but 
helpful  neither  in  adding  interest  nor  inducing 
action. 

Plates.  Name  blocks  produced  from  drawn 
lettering  are  frequently  termed  "  name  plates  "  ; 
sometimes  used  to  denote  illustrations. 

Proofs.  Printed  matter  submitted  for  correction 
and  "  passing  "  before  running  on  the  machine ; 
usually  pulled  on  a  hand  press  and  not  to  be 
regarded  as  finished  work.  Revised  proof:  sub- 
mitted after  correction. 

Proposition.  The  business  to  be  advertised. 

Prospects.  Used  in  advertising  and  sales  liter- 
ature to  denote  possible  inquirers  or  purchasers. 

Register.  Printing  in  two  or  more  colours  is 
said  to  be  "  in  register  "  when  the  printings  or 
"  workings "  are  exactly  in  relation,  i.e.  perfect 
printing  without  overlapping  of  any  colour. 

Sales  Letters.  See  "  form  "  and  "  facsimile  " 
letters. 

Scheme.  The  plan  of  campaign  in  advertising 
and  sales  effort — policy,  media,  and  estimated  cost. 
Usually  includes  lay-outs,  sketches,  blocks  and  copy. 
Skeleton  scheme  ;  a  general  outline  of  the  proposed 
campaign. 

Screens.  Made  of  glass  bearing  an  equal  num- 
ber of  dots  or  lines  to  the  square  inch,  for  use  in 
process  engraving.  Interposed  between  a  photo- 
graph, wash  drawing  or  object  to  be  reproduced, 
and  the  camera  lens.  Breaks  up  the  masses  of  light 
and  shade  to  form  the  necessary  printing  surface, 
after  being  etched  in  an  acid  bath.  Screens  vary 
from  very  fine — 200  dots  to  the  square  inch,  to 
very  coarse — 55  to  the  square  inch  (see  examples 
in  Part  II),  the  latter  being  sometimes  termed 
"  poster  "  screen  ;  most  used  for  printing  on  news- 
paper stock  of  the  roughest  kind.  For  the  national 
dailies  100  screen  may  be  employed  with  safety. 
The  finer  screens  are  used  for  blocks  for  high-class 
weeklies  and  "  de  luxe  "  booklets  and  catalogues. 

Serifs.  The  small  protuberances  at  tops  and 
bottoms  of  lettering  or  types.  Not  present  on 
block  letters  or  sans  type. 

Slogan.  A  phrase,  concise  and  easily  memo- 
rized, preferably  embodying  some  definite  selling 
point  and  identity  of  the  goods  (see  section  on 
"  slogans  "). 
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Stereo.  White  metal  reproduction  of  a  block 
or  type  obtained  from  a  matrix  ;  sometimes  nickel- 
faced  to  stand  hard  wear  in  long  printing  runs. 

Stiffeners.  Cards  placed  in  cartons  and  pack- 
ets, e.g.  cigarette  cards. 

Stock.  Printers'  technical  term  for  printing 
papers ;  news  stock. 

Super-Calendered.  Paper  with  a  slight  gloss ; 
next  in  surface-quality  to  "  imitation  art." 

TipPiNG-iN.  A  term  used  when  a  photograph, 
label  or  inset  is  attached  to  a  booklet,  folder  or  any 
paper  or  document  by  gum  or  paste  at  top  (or  other) 
edge  at  back. 

Title  Corners.  Small  advertising  spaces  on 
either  side  of  newspaper  titles ;    also  known  as 


ears. 


Tricolour.  The  three-colour  half-tone  repro- 
duction process  based  on  the  photographic  separa- 
tion by  means  of  colour  filters,  of  the  three  primary 
colours — red,  blue,  and  yellow.  Any  variations  or 
combinations  of  these  may  be  contained  in  the 
original  drawing.  The  colour  screens  register  one 
only  of  the  primaries  and,  after  etching,  the  three 
half-tone  blocks  are  super-imposed  in  printing, 
resulting  in  a  full  colour  reproduction  of  the 
original. 

Unbranded  Goods.  Applied  to  all  merchandise 
which  cannot  be  identified  by  the  purchaser  under 


any  specific  "  brand  "  or  name.  They  often  carry 
a  bigger  margin  of  profit  to  the  retailer  and  factor, 
the  former  has  been  known  to  sell  such  in  substitu- 
tion for  "  branded  "  goods  similar  in  description. 

Wash  Drawing.  A  sketch  made  for  half-tone 
reproduction,  depending  for  effect  on  light  and 
shade  chiefly  rather  than  pure  line  treatment ;  line 
and  wash  may  be  used  in  combination — if  drawn 
separately  in  a  combined  sketch  of  wash  drawing 
and  clean  line  work  the  two  kinds  of  process — line 
block  and  half-tone  are  necessary  for  faithful  repro- 
duction, otherwise  the  half-tone  screen  would 
appear  as  a  pale  tint  covering  the  free  line  work. 

Woodcuts.  Although  many  drawings  for  line 
blocks  (process)  are  made  in  imitation  "  woodcut  " 
style,  they  seldom  equal  in  technique  the  genuine 
woodcut  which  owes  much  of  its  beauty  to  white 
lines  on  black — the  reverse  of  pen  or  line  brush 
work ;  the  unmistakable  craftsmanship — the 
imprint,  as  it  were,  left  by  the  graver  is  naturally 
absent.  The  woodcut  method  of  producing  blocks 
for  printing  is  now  seldom  employed  for  reasons 
of  speed ;  nowadays  chiefly  restricted  to  catalogue 
work. 

ZiNcos.  Line  and  half-tone  blocks  etched  on 
zinc  plates.  Only  large-area  half-tones  are  made  in 
this  metal  on  account  of  cost,  and  usually  through 
coarse  screens  ;  for  fine  screen  work  sheet  copper  is 
employed — zinc  is  unsuitable. 
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Adaptability,  9 

Adverrisements  (demonstration),  14-86 

Advertising  manager's  duties,  108 

Agency  work,  1 00 

Airway  travel,  5 1 

Alcoholic  drinks,  1 7,  1 8 

Apples,  38 

Appropriation,  115 

Artificial  silk,  74 

Art  paper,  1 1 5 

Banks,  14,  15 

Bargain  spaces,  16 

Basic  principles,  2 

Beers,  wines  and  spirits,  17,  18 

Biscuits,  35 

Blankets,  48 

Bleeding-ofF,  1 1 5 

Blocks,  1 1 5 

Booklets,  95 

Books,  33 

Boots,  37 

Borders,  effect  of,  3 

Borders  (printer's  stock),  89 

Box,  1 1 5 

Branded  goods,  1 1 5 

Bread,  3  5 

Builders,  19,  20 

Building  societies,  20 

Campaign,  i  i  5 

Candles,  45 

Canned  fruits,  38,  39 

Captions,  1 1 5 

Catalogues,  95 

Cement,  19 

Charts,  109 

Chocolates,  24,  25 

Cigarettes,  21,  23 

Cigars,  22,  23 

Classified  advertisements,  2,  16,  67 

Cocoa,  25 

Colour  chart,  94 

Concrete,  19 

Confectionery,  23,  25,65 

Co-operative,  25 

Copy-writing,  6-1 1 

Couplets,  12 

Currants,  38 


Custard  powder,  35 
Cut-outs,  98,  1 1 5 

Deferred  payments,  41 
Demonstration  examples,  14—86 

Banks,  14,  15 

Bargain  spaces,  16 

Beers,  wines  and  spirits,  1 7,  1 8 

Builders,  19,  20 

Building  societies,  20 

Cigarettes  and  cigars,  21-23 

Confectionery,  23-25 

Co-operative,  25,  26 

Department  stores,  27-30 

Drapery  (retail),  30,  31 
„       (wholesale),  32 

Educational,  33 

Entertainments,  34 

Foods,  34,  35 

Footwear,  36,  37 

Fruit,  38,  39 

Furniture,  39—41 

Gramophones  and  records,  42 

Household,  43-45 

Insurance,  45,  46 

Jewellery,  watches,  plate,  and  fancy  goods,  46, 

47 
Mail  order,  48,  49 

Motor-cars,  motor-cycles,  and  accessories,  49-52 

Office  equipment,  52,  53 

Passenger  transport,  54-56 

Patent  medicines,  56—58 

Pianos,  59,  60 

Prestige,  61,  62 

Propaganda,  62,  63 

Razors,  63,  64 

Readers,  64,  65 

Sewing  machines,  sweepers,  etc.,  66,  67 

Smalls,  67 

Soaps,  68.  69 

"  Stunts,"  70 

Tailoring,  71-73 

Textiles,  74 

Tobacco,  75 

Toilet  goods,  76-78 

Topical,  78,  79 

Trade  Press,  79 

Travel,  80-82 

Typewriters,  82,  83 
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Demonstration  examples — {contJ.) 

Various,  84,  85 

Wireless,  86 
Department  stores,  27-30 
Drapery  (retail),  30,  3 1 
„        (wholesale),  32 
Dressing  cases,  47 
Dummy,  115 

Easy  chairs,  40,  41 
Educational,  33 
Electric  lighting,  79 
Electros,  115. 
Entertainments,  34 
Estate  agents,  85 

Fabrics,  74 

Face  creams,  76 

Fancy  goods,  47 

Fashions  in  publicity,  1 1 

Folders,  95 

Foods,  34 

Footwear,  36,  37 

Format,  115 

Forme,  116 

Form  letters,  104,  115 

Fountain  pens,  7 

Fruit,  26 

Furniture,  39—41 

Gas,  26 

General  knowledge,  7 

Glossary  of  technical  terms,  1 1 5-1 17 

Gloves,  30 

Gramophone  records,  42 

Gramophones,  42,  49,  84 

Half-tones,  92 
Hosiery,  30,  32 
Hotels  and  restaurants,  43 
Household,  43-45 

Illustrations,  4 
Imitation  art  paper,  1 16 
Insets,  116 

Instalment  furniture,  41 
Insurance,  45,  46 
Introduction,  i 
Investment,  20 

Jewellery,  46,  47 
Jingles,  12 

Lamps,  44,  66,  79 


Lay-out  construction,  2-5 
Letter-hdads,  103 
Line  blocks,  1 1 5 

„    drawings,  116 
Literals,  87,  116 

Machines  (sewing),  67 
Mackintoshes,  73 
Mail  order,  48,  49 
Malted  milk,  35 
Market  for  work,  100 
Materials,  5 
Matrix,  116 
Mattresses,  40 
Media,  116 
Medical,  56,  58 
Motor-cars,  49,  5 1 

»      oil,  51 

„      tyres,  50,  51 
Mustard  club,  70 

Novelties,  98 

Office  equipment,  52,  53 
Offset  printing,  116 

Paper  sizes,  92 
Passenger  transport,  54-56 
Patent  medicines,  56-;,  8 
Petrol,  84 
Pianos,  59,  60 
Plate,  47 

Polishes,  43,  44,  69,  84 
Preparing  lay-outs,  2-5 
Prestige,  2,  61,  62 
Printing  terms,  1 1 5 
Proof  correcting,  4,  87,  88 
Propaganda,  62,  63 

Qualifications,  6 

Railways,  54,  55,  65 
Raincoats,  73 
Raisins,  38 
Razors,  63,  64 
"Readers,"  64,65 
Register,  116 
Research,  8 

Sales  letters,  1 16 
Scheme,  1 1 6 
Selecting  appeal,  7 
Serifs,  1 16 
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Sewing  machines,  67 

Sheets,  113 

Shoes,  36,  37 

Slogans,  12 

"Smalls,"  2,  16,67 

Soaps,  68,  69 

Soups,  34,  84 

Spirits,  17,  18 

Steamship  travel,  80-82 

Stereos,  117 

Stiffeners,  117 

Stores  (department),  27-30 

Stunts,  70 

Sultanas,  38 

Sweepers,  66 

Tailoring,  71,  73 
Technical  terms,  1 1 5-1 17 

„        knowledge,  9 
Textiles,  74 
Title  comers,  116 
Tobacco,  75 
Tobacconists'  sundries,  23 


Toilet  goods,  76-78 

Toothbrushes,  45 

Topical,  78,  79 

Trade  Press,  79 

Tramways,  56 

Transport  (passenger),  51,  54-56 

Travel,  80-82 

Tricolour,  117 

Types,  89 

Typewriters,  82,  83 

Tyres,  50,  51 

Various,  84,  85 

Wash  drawing,  117 
Weatherproofs,  73 
Whiskies,  18 
Wines,  17,  18 
Wireless,  86 
Woodcuts,  117 

ZiNcos,  117 
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